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DO YOU KNOW 


That a large percentage of publications solicit your AD 
with a ‘‘Sample” copy, printed on a good grade of 
calendar finished paper, on which the half tones and illus- 
trations work up nicely, but that they only print 


A FEW THOUSAND COPIES 


on this kind of paper, and that the balance of their edition 
is printed and circulated on a ‘‘punk”’ grade of cheap 
‘‘news” stock, on which your ad, if it carries an illus- 
tration, works up in one 


BIG BLACK BLOTCH 


The foregoing explains why, in our advertising 
rate card, we carry the following clause: 


“SPECIAL NOTICE TO ADVERTISERS. 


“Every copy of THE WoMAN’s MAGAZINE, of St, 
Louis, is printed on the same grade of clean, white, 
machine finished paper as are the copies that go to adver- 
tisers. We do not print one edition for advertisers and 
another edition for readers. Watch the ads that are 
clipped from THE WoMAN’s MAGAZINE and sent to you 
by persons answering your ad,” 


It is a part of our contract with advertisers that 
Every copy of our more than 1,500,000 copies is printed 
on the same weight, grade, stock and finish of paper. 


THE WOMAN’S MAGAZINE 
(Largest Circulation in the World) 
St. Louis (World's Fair Oity), Mo. 
A. A. HINELEY, GEO. B. HISCHE, 


Eastern Representative, Western Representative, 
1402 Flat Iron Bidg., New York City. 66 Hartford Building, Chicago 
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Butterick 
Motto 


You cannot 
. kill an ele- 
phant with a 


popgun. 
wv 


Neither 
can you 
get a 
page 
effect 
with an 
inch ad- 
vertise- 
ment. 




























THE BUTTERICK TRIO 


' Never Recommends Pop Gun Advertising 





We know more about what theTrio can do for almost all lines of adver- 
tising than any one else. If you want to know what we know, write to 


THOMAS BALMER, Advertising [anager 
17 West Thirteenth Street, New York 
W.H. BLACK, Western Advertising [igr., 200 [Monroe St., Chicago, Ill, 


The March issue, for which we are now taking copy, appears 
February roth, and forms close January roth. 
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THE STORY OF THE 
“IDEAL.” 


By L. Scott Dabo. 


The advertising of the Water- 
man Ideal Fountain Pen comes 
within the category of a small 
group of national advertisers 
whose publicity is as perennial as 
the four seasons, only more so. 
There are a number of fountain 
pens on the market, but a fact that 
speaks in strong terms for the 
Ideal advertising is that the name 
Waterman has become practically 
synonymous with “fountain pen.” 
At ‘east this was found to be the 
invariable rule in the case of over 
two dozen repetitions of the ques- 
tion to as many different business 
and professional men taken at 
random. 

“The initial Ideal Fountain ad 
dates back twenty years,” said Mr. 
Edward T. Howard, advertising 
manager for the L. E. Waterman 
Company. “When I first called on 
Mr. Waterman, back in the early 
eighties, he had a case containing 
not over four dozen fountain pens 
in a little cigar store in Fulton 
street. He had never seriously 
considered advertising in the 
magazines before, and after some 
talk, I succeeded in persuading 
him to run a quarter page in the 
Century. This was during the 
time when the Century magazine 
was running its famous series of 
war articles; its circulation was 
something like 250,000 or over. 
Mr. Waterman had to be trusted 
for the bill, as he had no money 
to pay for his ad. Since this first 
ad appeared he has never been out 
of the magazines, particularly the 
Century, in which not a single 
issue has been missed—a quarter 
page being the minimum space rep- 
resentation. 

“Mr. Waterman had very de- 
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cided views regarding what a 
fountain pen should be, and he was 
very dissatisfied with the then ex- 
isting specimens. After consider- 
able experimentation, he perfected 
his own design and went to work 
to make the Ideal. He knew the 
price a perfect pen should bring 
and proceeded to produce the pen 
first. He believed the American 
people would pay from $2.50 to $5 
for a practical fountain pen in pre- 
ference to buying a cheaper article 
that had to be inferior and on ac- 
count of its low price could not be 
guaranteed or replaced if unsatis- 
factory. Time has shown that Mr. 
Waterman was right in every one 
of his premises. 

“Before his first advertisement 
worked a revolution in the manu- 
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facture of his pens, Mr. Waterman 
used to make a half dozen or so, 
go out and sell them with more or 
less success, after which he again 
returned to his bench to make an- 
other lot. This method necessarily 








entailed considerable loss of profit, 
time and energy, but as he had no 
capital, there was nothing else to 
do. With the first ad conditions 
changed ; the demand for Waterman 
Ideal Fountain Pens grew at once 
into a streak of business which 
made his previous sales look like 
thirty cents, and kept steadily in- 
creasing from month to month. 
He had struck oil. 

“The sales last year amounted to 
something over $650,000. There 
are a number of other fountain 
pens in the market to-day; there 
have been ever since I took Mr. 
Waterman’s first ad, but they have 
never affected our business; in 
fact, I think they’re a certain bene- 
fit to the Waterman, because the 
comparison has served to educate 
the public up to what a fountain 
pen should be. The other makes 
can fill the tub of milk; we'll skim 
the cream off the top. 

“The success of the Waterman 
pen certainly shows what adver- 
tising can accomplish when backed 
up by a good, honest articie. The 
beginning of the Ideal fountain pen 
industry was small, and had to be 
partly assisted by friends, but ever 
since that time the business has 
grown from twenty-five to fifty 
per cent yearly. 

“One of our early methods of 
propaganda was to interest and 
educate the retailer and dealer to 
the fact that it was safer in the 
long run and more profitable from 
day to day for him to use and sell 
a perfect instrument, guaranteed 
to perform a certain service or 
money refunded, than to sell a 
cheap article which would bring 
customers back dissatisfied or cause 
the loss of their future trade. 
This has resulted in one of the 
strongest features in connection 
with the Waterman pen; the re- 
tailer knows what he is selling and 
he knows it is to his interests to 
work in harmony with the manu- 
facturer. 

“Our advertising appropriation 
has always been limited. The 
amount of money to be expended 
for this purpose was small, and yet 
we wanted to spread it over the 
whole country. The question as to 
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how this could be best accomplish- 
ed was thoroughly gone over, and 
it was at last decided to go into a 
systematic magazine campaign; for 
we figured we could cover the 
ground to better advantage by these 


dealer, writing 
us wheo you are x saben sed esietcterigy 


, L. an Co. 
Main Office, 193 Bree resdway, N.Y. 
8 Schoo! St., Boston, 138 Montgomery St., San Francicso. 


means. I believe that below and 
beyond a certain figure, economy 
lies in the use of the monthlies and 
weeklies. We have gone into the 
daily papers to a certain extent, 
but not very much. The important 
dailies in large cities were the only 
ones used. Not that we think little 
of their possibilities, but for an ar- 
ticle such as we are advertising the 
magazines cover a larger field more 
effectively for a limited appropria- 
tion than the newspapers possibly 
could. 

“Such magazines as the Century, 
Scribner's, Harper's, McClure’s, 
Munsey’s, Review of Reviews, At- 
lantic Monthly, the Saturday Even- 
ing Post, Collier's Weekly, Youth’s_ 
Companion, are among those we go 
into with more or less regularity. 
Preferred position is sought for 
when not too expensive. We also 
use some trade papers, business pa- 
pers and class journals, mainly 
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with a particular object in view; 
such as for instance to enlist the at- 
tention of jewelers and druggists 
and induce them to keep a stock of 
our pens. 


We also go into some 
(Continued on page 6.) 
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Little Lessons in Publicity—Lesson 15. 


Prospects for 1904. 


Tue New Yorx Wor tp states editorially that in September, 1903, the trade revival began. 
“ At that time the tide decisively turned. The October and November exports rose to more 
than $160,000,000 per month. Meanwhile, imports steadily declined, reaching in November 
the lowest for the year, $77,000,000. Taken as a whole, these three months show not only 
greater exports, but a greater excess of exports over imports. In November, this excess alone 
was greater than any month’s imports since April. During this time, our ‘trade balance’ was 
over $190,000,000. No wonder that Europe has been sending us gold in settlement of her trade 
account and that the world’s attention is arrested by the boundless resources of the country.” 

The year 1904 opens with unusual prospects for trade reviva). I make bold to predict that 
it will be the greatest year for the general advertisers that they have ever experienced The 
only suggestion I have to offer is that they commence the year right; that in taking up _Aver- 
tising they use the mediums that have proven profitable investments in the past. 


Minneapolis is enjoying probably more prosperity than any other city on the Continent. 
Tue MINNEAPOLIS JoURNAL, reaching, as it does, ninety per cent of the purchasing classes of 
Minneapolis, makes it possible for every advertiser using its columns to share in the general 
prosperity in this section. Send for pamphlet, ‘‘Ten Talks on Northwestern Prosperity.’’ 
Mailed free. 





Washington will spend in the near future $25,500,000, appropriated at the last session of 
Congress for improvements. Washington contains the best paid body of employees in the 
world. Tue Eveninc Star reaches practically everybody reachable. 


Baltimore will'spend $10,000,000 for a modern sewerage system and several millions of 
dollars for improved streets. The Wabash Railroad is making Baltimore its tide-water termi- 
nal, THe Bartimore News has a larger circulation in the city than any other pewspaper, 


Indianapolis, and all of Indiana, is enjoying an era of prosperity unprecedented in its his- 
tory. THe Inpranapo.ts News has a larger, bona-fide paid, home circulation than all other 
Indianapolis dailies combined 





Newark, N. J., has more manufacturing industries than any other city of its size in 
America, and it is the wealthiest city per capita. The Newarx News covers Newark “like 
a blanket,”’ reaching practically every occupied building in the city. 


. 


Montreal, the metropolis of our prosperous neighbor, offers an unusually attractive 
proposition to American advertisers. Canada imported from the United States last year over 
$200,000,000 worth of our products. THe Montreat Star reaches practically all English 
speaking people in Montreal. 


In the above cities, there can be no hard times during 1904, and the harvest that may be 
reaped by general advertisers is practically unlimited, provided the papers named are used. 
Investigation can only serve to prove absolutely the claims I make for them, 


M. LEE STARKE, 
Tribune Building, 


Building, 
NEW YORK. Mgr. General Advertising. Tripenicado. = 
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local car advertising, though not to 
a large extent. To-day, every deal- 
er in stationery the country over 
carries Waterman Ideal pens; a 
large majority of the jewelers also 
display them in their cases.” 

“What mediums bring you the 
largest returns?” I asked. 

“It is a difficult, almost impos- 
sible, matter for us to trace results 
direct to our advertising,” Mr. 
Howard answered. “That the 
present fame of the mere name 
Waterman—as_ representing the 
highest stage of fountain pen per- 
fection—is due largely to advertis- 
ing we have not the least doubt; 
but in the ca$e of an article such as 
ours, where the consumer buys di- 
rectly througu the retailer, there 
are practically no means of tracing 
individual sale to this or that me- 
dium. We are largely guided by 
the reputation of the magazines we 
use, their circulation and the class 
of readers they cater to. 

“In addition to our magazine ad- 
vertising, we get out large edi- 
tions of magazine inserts and sup- 
ply these to the dealers to be hand- 
ed over the store counters; little 
booklets, dodgers, package slips, 
etc., are constantly being devised 
to further facilitate the local adver- 
tising and stimulate a continued in- 
terest for the benefit of the dealer 
in any locality. Our advertise- 
ments always advise the public to 
purchase from their local dealer, 
for in this way we effectively aid 
in increasing his sales and conse- 
quently his profits, the result being 
a greater effort on the dealer’s part 
to push the goods and by personal 

- advertising among his customers 
broaden the publicity of the pro- 
prietary name of the article. 

“Our house organ, the Pea 
phet, has proved a very profita 
branch of our advertising plans, 
order to stimulate live interest 
its appearance we run a series 






prize contests from month to month 


for the best articles, poems, letters 
and stories built around the Water- 
man Ideal Fountain Pen. Articles 
on window display, store manage- 
ment, care of stock and the general 
science of store kéeping are solicit- 
ed in contests open to clerks and 
dealers themselves; there are also 
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students’ contests and contests for 


school children. We have gained 
some very good and valuable 
ideas from the Pen Prophet; 
we find the little booklet a paying 
investment. 

“The success of all our advertis- 
ing is based of course on our hay- 
ing a perfect article to advertise 
and talk about; faith in its merits 
and a judicious manner in bring- 
ing these to the public attention are 
other elements. We prefer to sell 
through dealers, dividing the pro- 
fits with them, rather than going 
into the mail order side of business. 

“The ramifications of advertising 
are limitless; consequently every 
detail in the production of goods 
must be carefully observed in order 
to extract all the benefits that come 
from a campaign of publicity. 
Every business system tending to 
economize production without low- 
ering the quality of the goods, and 
possible of facilitating a higher de- 
gree of qualitv, is employed, from 
time registers to saving devices in 
the factory and office systems, to 
insure the best results attainable, 
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SOLD EVERYWHERE 
Purchase through home dealers, but 
do not fail to investigate the advan- 
tages offered in our new spoon 





York 
6 Rue de Hanovre, 
Paris. 


“In many business houses, con- 
siderable working energy which 
has been bought and must be paid 
for in some way or another slips 
through the factory, office or sales- 
room mechanism, through inatten- 
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tion to the small detaiis connecting 
the machinery of a large establish- 
ment. Mr. Waterman’s system has 
been carried to such a high degree 
of thoroughness that only a mini- 
mum of energy is wasted.” 

Mr. Frank D. Waterman, the 
President of the L. E. Waterman 
Co., takes active interest in the ad- 
vertising details, and the copy is us- 
ually prepared with his collabora- 
tion. He personally manages and 
superintends the factory offices and 
retail store at 173 Broadway, where 
an entire building is given over to 
the now universally known Water- 
man Ideal Fountain Pen. 

es 


EVERY INDUCEMENT TO ADVER- 
TISE IN SMALL TOWNS. 

Merchants in the smaller cities and 
towns have about as near a “snap” on 
the advertising business as can be imag- 
ined. The local paper or papers are 
anxious for their business, and the rates 
in the p = are not usually at all exor- 
bitant. he merchant’s credit with the 
newspaper is generally much better, alas, 
than the newspaper man’s credit is with 
the merchant. Any space from six 


' inches to a page he can have and wel- 


come, and take thirty. sixty or ninety 
days in which to pay for it, unless, in- 
deed, it is “traded out.” These circum- 
stances make it possible for the mer- 
chant to get his money from the results 
of the advertising long before he is 


* ealled upon to pay for it—a condition 
‘ which should a. him to liberal 


use of space.—Impressions, St. Cat 
ines, Ont. 


Trade Talk is a yellow = 
lished in the interests of Etna = 
Paint, made by the McClintock & Sesthe 
Co., Pittsburg. The paper is yellow, but 
none of the statements made therein 
about the firm’s product are so sensa- 
tional as to be questionable. 


FREE! 


Choice Brooklyn Lots 


wee ae in centre of beautiful 
+ eiven pee 8 to f -— Soa 


Box 196, ive Post ' — 
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THE FACT THAT THE 
Chicago : 
Record-Herald 


GAINED 
793 Columns 


the first ten months of this 
year as compared with the 
corresponding period. in 1902, 
while its nearest competitor 
lost 672 columns, covering 
the same period, means this: 
That many new advertisers 
are giving the preference to 
the CHICAGO RECORD- 
HERALD over other Chicago 
newspapers, and that the old 
advertisers have found it 
profitable to increase their 
space in its columns. 





























LincolnFreie Presse 


GERMAN WEEKLY. 
LINCOLN, NEB 
Takes the place of 280 County weeklies at 
1-10 the cost. Great saving in kkeeping, 
postage and electros. 


Actual Average Circulation, 146,448 
Rate, 365c. 


























The Toronto Star 


“All You Need to Know” 

Paraphrasing this “catchy” 
line from a well-known glove 
maker, all you need to know about 
the Toronto daily papers is that 
you use THE STAR, the best 
evening paper in the Canadian 
metropolis. 

THE Star, like a square 
dealer, gives a little more than 
is asked. Its circulation is al- 
most 22,000, net paid, and its 
local advertising overtops all 
Toronto papers, morning or 
evening. Rates the same out- 
side as at home, 


The Chas. T. Logan Special Agency 


Agents Foreign Advertising 
Tribune Buildings, New Yors & Chicago 











$1,020 IN PRIZES. 


Cuas. H, THAYER, 
President Ripans Chemical Co. 
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forty thousand of the five-cent pack- 
ages were sold daily every working 
day for an entire year, and that within 
a single twelvemonth no less than 
fourteen thousand separate individuals, 
who had bought the Tabules, not 
only thought they had been benefited 
by their use, but wrote to the company 
to say as much. 

They are sold practically in every 
drag store in the United States, and 
the great masses of the American 
people are familiar with the name. In 
almost every family Ripans Tabules 
have at some time been used by some 
membe-s, and in many families *they 
are used as a standard medicine all 
the year round. They are the only 
proprietary remedy sold in drug stores 
at so low a price as five cents for a 
carton containing ten tabules. 

If the writer were to compete in this 
prize offer he would canvass a certain 
number of drug stores, no matter 
whether located in city or country 
town. He would gain the attention of 
the druggist and have a talk about his 
purpose—viz., his desire to write the 
best advertisement and gain one or 





The Ripans Chemical Company, 
Chas. H. Thayer, president, New York 
City, announces in the classified col- 
umns of PRINTERS’ INK, under the 
heading Advertisement Constructors, 
a prize competition which should be 


more of the prizes offered. He would 
endeavor to learn how many tabules 
the druggist sells regularly; he would 
try to learn the names of the most fre- 
quent purchasers, which would be 
easy in smaller cities and towns. 





of interest to amateur as 
well as professional ad- 
writers, for two reasons 
mainly: First, the prizes 
offered are substantial 
enough to make an effort 
worth while; second, Rip- 
ans Tabules are a meri- 
torious remedy, and one 
that is so well known and 
so popular that it would 
seem easy to write an 
excellent advertisement 
based on ascertainable 
facts. The remedy has 
been on the American 
market for twelve ‘years 
and has been popularized 
by liberal advertising 
throughout the land. 
Receipted bills in the 
possession of the com- 
pany show that more 
than two million dollars 
have been paid for ad- 
vertising space, and the 
sales book reveals that 
an average of more than 





IRIDANS TABULES. 


Ta a single year over 14,000 people, who were cured 
Of dyspepsia by using RIPANS TABULES, wrote to the 
manufacturers—and the majority of them said they bought 
the five-cent packages first. 

Five-cent packages would mean ruin to any medicine 
that would hot benefit from the very start. It’s the sever- 
feat fest a medicine can be put to, but. RIPANS TABULES 
\never fail to gain a hold ‘on those who give them a trial. 

; THEY ARE MADE TO CURE DYSPEPSIA—AND WILL 
nor IT. 

iy help the stomach by making it stronger. 
TABULE gives yelled=alwaye does. . bere 

-Druggists didn’t like the five-cent package idea until 
they learned the merits of RIPANS TABULES. Now al} 
sell them. The five-cent package is enough for an ordi- 
nary occasion, but overeating, or other abuse of the stom- 
ach, will create a new case and require another five-cent 
package. 

So long as people will practise overeating or over- 
drinking there will-be a sale for RIPANS TABULES, an¢ 
there is no moré reason for byying them in quantities than 
there is for buying soda water by the gallon or barrel. It 
aoe to buy it fresh, as wanted, five cents’ worth at s 


Orwell, Obio, writes of an experience which be 
9 ts aga Mre. Homer Higley, of Windsor, 
Ripans Tabuies. aa ae bave them—didn't like 5c. sales. ap bas ennae 





my best in me, so f tried bard to sell a substitute, 
but I os s she coations in Ripans thang in me*,'They had 
now for daughter.’ Ripans are staple soavraves Sonmsteun® - 


Sold by all medicine dealers. Enough for a 
HEMICAL CO., New 








n “The Famili me gg sixty cents, Made by RIPAN: 
—— am 














After having obtained such informa- 
tion he would proceed to interview 
the parties who use the remedy and 
get their story. He would then feature 
this story, set forth its strong points, 
and if possible he would have the in- 
terviewed party sign the statement, 
not necessarily for publication, but for 
a proof of good faith and veracity. 
An advertisement is only good if what 
it states is strictly the truth. But this 
procedure is probably not the only one 
to construct a good advertisement for 
Ripans Tabules—abstract, preferably 
short and forcible, statements might 
be considered to compare favorably 
with long testimonials, 

Among the advertisements already 
submitted Mr. Thayer has selected a 
single one as winner of a ten-dollar 
prize, which has already been paid. A 
reduced fac-simile of the advertise- 
ment is here reproduced from the 
New York Herald, issue of Sunday, 
Dec. 20th. It combines the two vari- 
eties, being in part made up of forcible 
statements and in part of a testimonial. 

FREQUENTLY it’s the case that 
strong statements make weak ad- 
vertisements. 
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Tue Bakers’ Helper has a sub- 
scriber who never advertises, and 
who writes to the editor to say so: 

I never advertised anything in my 
life in a newspaper. I make the ma- 
terial do its own work. I started with 
one man seven years ago, and now 
keep eight, and will = on another 
next week. We run four wagons. I 
take in about vegas a year in cash 
I fight my _ battles with about four- 
teen other bakeries; and I guess we 
sell more bread and cake than any of 
them. I pay my men good wages, and 
hire none but good men. If they are 
good, sober men, and save their wages, 
and make money for me, I raise their 
pay without their asking me for it. If 
they increase my business I increase 
their wages. In my opinion it is better 
to give the men extra money than to 
pay it out to the newspapers for ad- 
vertising. _ J s 

The editor, for his part, thinks 
that it is comforting to have men 
who do not believe in advertising 
even in this enlightened age when 
systematized publicity is doing so 
ntuch to increase business of every 
sort. Perhaps it is. Yet in the 
Little Schoolmaster’s experience 
no retail business will respond so 
readily to advertising as one where 
the product is good and the em- 
ployees are in hearty co-operation 
with the proprietor. 
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Annannean 
In Worcester, Mass. 


About twelve months ago the GAZETTE moved into 
its present building, leaving behind its entire old equip- 
With a new Hoe press, new Linotypes, new 
type and new outfit throughout, its mechanical depart- 
ment is distinctly up-to-date. 

The EVENING GAZETTE is rendering advertisers the 
most desirable sort of service. 
carrier delivery--the largest 
its advertisers ‘‘ home” circulation. 

Within the city limits of WORCESTER, no paper 
can render advertisers as good service. This fact is 
recognized by Worcester’s merchants. 

The GAZETTE has the confidence and respect of its 
readers. Its influence with them is a factor in rendering 
its columns profitable to the advertiser. 

GAZETTE advertising has the reputation of bringing 
customers into the stores to buy goods. 

Put the GAZETTE on your list for WORCESTER, 
It will give you good results ! 
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A VAGUE, GENERAL STATEMENT—BUT MIGHTY GOOD FOR THE SPECIAL OCCASION. 


APPEARED 
IN THE CHRISTMAS ISSUES OF THE MAGAZINES. 











DOING BUSINESS AGAINST ODDS. 

As a manufacturer who does not brand 
and nationalize his product, you suffer 
a tremendous handicap in the modern 
business race. You are not upon as 
stable a footing as your advertising con- 
temporaries. our success, once gained, 
is not permanentized. You are like a 
man carrying weight pitted against a 
free sprinter. 

You are at the mercy of every re- 
tailer; perhaps you wear the galling yoke 
of the jobber. Each of your traveling 
men is part owner of the territory he 
covers. The will of the storekeeper 








regulates the success ; of your merchan- 
dise with the public. Your largest ac- 
counts can throw you over at whim or 
pleasure. Therefore the coming into 
power of every new buyer is a cause of 
avprehension.—Booklet from Kaufman 
Advertising Agency, New York. 

“Cuarm and Comfort” is a dainty 
illustrated bookiet showing the hair 
dressing, massage and manicuri ar- 
lors conducted at the drug store of W 
B. Riker & Son Co., Sixth avenue and 
Twenty-third street, New York. The 
pictures tell the story. 
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ONE AD IN PRESS SO 


JOSEPH FLEMING & SON, 
IMPORTERS AND 
WHOLESALE DRUGGISTS, 
410 anv 412 MARKET STREET, 
1 ano 2 DIAMOND SQUARE. 


PittsBuRG, Pa., Oct. oth, 1903. 


Press PUBLISHING Co., 
Fifth Ave., City. 
GENTLEMEN: 

The returns from our advertisements in 
THE Press have been so satisfactory that we 
wislr to congratulate you on it as a business 
getter. 

Recently we had a half-column ad of 
Mi-o-na in THE PRESS ONLY, and the 
next day we SOLD ONE HUNDRED AND 
FORTY-SEVEN _ BOXES. This is some- 
thing phenomenal, and we take this means 
of advising you, as we feel it is worthy of 
special notice. 

With best wishes for your continued 
success, we remain, 

Yours very truly, 
Jos. FLeminc & Son, 
Per W. P. Martsolf. 








A Voluntary Testimonial of the Value of 


THE PITTSBURG PRESS 


asa 


BUSINESS GETTER 




















Cc. J. BILLSON 


MANAGER OF FOREIGN ADVERTISING 
New York and Chicago Fi 




















12 


ROWELL’S AMERICAN NEWS- 
PAPER DIRECTORY FOR 1904. 


THE RULES THAT GOVERN THE AN- 
NUAL REVISION. 








The work on the next issue of 
the American Newspaper Direc- 
tory is now going on actively, and 
the new volume will be issued 
about April 15, 1904. The price 
for that standard work on Ameri- 
can periodicals is ten dollars cash. 
This is the thirty-sixth year of 
its consecutive publication. 

To give readers of the Little 
Schoolmaster an idea of the pains- 
taking labor which the compiia- 
tion of the book entails, Print- 
ERS’ INK deems it of interest to 
publish here the rules and usages 
that have grown out of the experi- 
ences of the thirty-five previous 
annual revisions and now prevail. 
Inasmuch as the same rules also 
govern the Roll of Honor that has 
become such an interesting and 
valuable feature of PriNTERs’ INK, 
publishers and others who- may 
consider the plan of revision in any 
respect faulty are invited to send 
suggestions wherein they might be 
improved. The editor of the Am- 
erican Newspaper Directory al- 
ways gives suggestions of that 
sort his careful attention. The 
subject is one of primary interest 
and importance to American Ad- 
vertisers, and consequently to 
every reader of Printers’ INK. 


As soon as an edition of the Di- 
rectory is issued a revision is begun 
for the edition to follow. 

For each revision a communication 
is sent to every paper, submitting 
the description as it appeared in the 
latest Directory, and requesting the 
publisher to furnish any correction 
that may be necessary for a correct 
description. 

It is a publisher’s privilege to have 
the circulation rating of his paper 
brought up to date if he will file with 
the Directory editor a detailed state- 
ment showing his actual issues for the 
entire twelve months preceding. 


Each letter or report from a news- 
paper is read and every change noted. 
Correspondence coming ,too late for 
attention has to be held over for the 
next annual revision. 
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“ New Newspapers” heard of since 
the revision for the last edition are 
sent for, and if late copies are obtained 
the papers are properly described in 
the Directory catalogue. 

The Directory is intended to contain 
a complete catalogue of all newspa- 
pers published, and a circulation state- 
ment or estimate; consequently, neither 
the name nor the circulation rating 
of a paper can be omitted in response 
to a request to that effect. 


Unless there are strong reasons to 
the contrary, the name of a publication 
that is not admitted to the United 
States mails as second-class matter is 
not entered in the Directory, and 
under the same restrictions, any publi- 
cation admitted as second-class matter 
is considered entitled to have a place 
in the Directory. 








It is not intended that publications of 
ephemeral character, Such as are not 
periodicals in fact, shall havea place in 
the Directory. If in doubt whether 
the character of a publication entitles 
it to be included or excluded, it is al- 
ways excluded. 


In cases where a paper is dated from 
two or more places it is catalogued 
under the town where it is actually 
issued. 


When one or more editions of a 
newspaper are issued for another town 
or village, the words “ prints an edition 
for” (naming town), or “ prints special 
editions for neighboring towns,” are 
added to its description, and the circu- 
lation rating in such cases is specified 
as “combined circulation.” No men- 
tion of such an extra edition is made 
under the town where it purports to 
be issued. 


When the name of a paper appears 
in the Directory catalogue for the first 
time no circulation rating is intended 
to be accorded unless the paper has 
been published for the period of a 
full year or more or is the successor of 
another paper previously described. 


To publications that do not admit 
advertisements in their columns no 
circulation rating is accorded. 


OF CIRCULATION RATINGS. 
Commencing with the issue for 1897, 
there was given in the Directory to 
Papers supposed to print an average 
of as many.as a thousand copies a 
summary of the Directory ratings ac- 


















corded during the preceding five years. 
This has been supplemented by add- 
ing the circulation rating for each 
year, thus giving a comprehensive 
record of a paper’s past as well as its 
present circulation. 


The actual average circulation for 
the year past is always stated in plain 
figures if the necessary information is 
furnished upon which the figures may 
be based. 


To report his circulation in such a 
way as to convey information to an 
inquirer it is deemed necessary that 
a publisher shall state what the out- 
put has been for each separate issue 
for an entire year. 








Advertisers think that they can judge 
more intelligently from a knowledge 
of what a circulation has been for 
a year past than from any sort of 
statement of what a publisher hopes 
or believes it will be for a year to 
come. 





A circulation statement is required 
to be signed. If signed with a hand 
stamp, or with only initials, or by some 
person whose authority to sign is not 
made known, the statement cannot be 
accepted as one the accuracy of which 
may be absolutely relied upon. 





A report giving the number of quires 
or reams of paper used each week 
(instead of the actual number of 
copies printed) is not sufficiently defi- 
nite. It may mean for an eight-page 
paper one-half the actual issue re- 
ported in quires. If it has four pages 
there are 24 copies to the quire. If 
eight pages, it will not be safe to al- 
low for more than twelve copies to 
the quire. A quire is 24 sheets, and 
not 25. A ream is 480 sheets, and 
not 500. Furthermore, a statement 
expressed in quires or reams always 
includes waste and spoiled copies, 
which cannot be properly counted as 
circulation. 





When the report or description of a 
paper that has been forwarded to a 
vublisher for revision comes back 
hearing a mark of acquiescence, or 
hearing no mark whatever, its return 
is taken as evidence that the publish- 
er has no corrections to make, and it 
is taken as an admission that the cir- 
culation rating at present accorded 
him is quite high enough, whatever else 
may be said about it. 
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When a publisher furnishes a true 
statement showing the actual number 
of copies printed for each and every 
issue during the- preceding year, 
added together to show the aggregate 
number and divided by the number 
of separate issues, thus arriving at the 
actual average each issue, the state- 
ment being dated and signed, the 
paper is always rated in accordance. 


When a publisher is unable to give 
the actual figures for each issue of his 
paper for a year past, but claims a high- 
er rating than was given in the latest 
issue of the Directory, and his asser- 
tion covers a period of an entire year, 
and is authenticated by date and signa- 
ture, it secures a rating according to the 
facts stated in his report; provided he 
plainly states that o edition during 
the past year was less than—a speci- 
fied number of—complete and perfect 
copies. It is a curious fact, however, 
that most of the lying statements de- 
tected in the Directory are of this 
order: they are, on this account, always 
open to suspicion. 





When a publisher states what has 
been his average circulation for the 
past year, without giving the figures 
of each issue, his report fails to en- 
title him to the rating he appears to 
claim, because the editor of the Di- 
rectory believes he ought to see and 
have on file the figures by which the 
result was arrived at, so that he may 
be assured that the calculation was 
made with accuracy. No publisher 
can tell what his average circulation 
has been without first having caused 
the figures to be set down and the 
necessary calculations made; and 
when that has been done, he may just 
as well send the figures for examina- 
tion, and to be placed on file at the 
office of the Directory. A mistake 
may have been made which a glance 
would reveal. An unwillingness to 
submit the figures for inspection is 
always regarded as a suspicious cir- 
cumstance, and casts a doubt upon 
the accuracy of the circulation figures 
claimed. 


When the word “circulation” is 
used without definition or qualifica- 
tion in a circulation statement it fails 
to inform the editor of the Directory 
whether it means the number of copies 
printed or it is intended as an estimate 
of the number of readers, figuring five 
er some other number for each copy. 
What the Directory editor wants 
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to know is the actual number of 
complete and perfect copies printed 
for the period of a full year. Spoiled 
copies and waste are not to be in- 
cluded in the count. 

Daily papers having a Sunday issue 
are accorded a separate circulation rat- 
ing for the Sunday edition whenever 
separate statements are furnished, one 
for the week-day issues alone and a 
separate one for the Sunday edition 
alone. 


When a morning and an evening 
edition of a daily are published, even 
though the evening edition has a dif- 
ferent name, the circulation report is 
erage to cover both editions, and 

so stated in the book, provided all 
advertisements ordered in one edition 
of the paper appear also in the other 
without extra charge. 


In cases where, for a considerable 
time, no information is received from 
a publisher concerning the circulation 
of his paper, it is the rule to occa- 
sionally reduce the rating, unless 
information from outside sources forces 
the impression that the present circu- 
lation rating isnot too high. 


In a town where one paper gives in- 
formation about its circulation that is 
definite and satisfactory, and another 
gives information the accuracy of 
which no one would be justified in 
guaranteeing in the form in which it is 
given, a great deal of consideration is 
accorded to statements about the circu- 
lation of rival publications made by the 
publisher who has furnished definite 
and satisfactory information about his 
own paper, and very little to state- 
ments about the circulation of his 
rivals made by the publisher who fails 
to make a satisfactory statement 
about his own. 


Publishers who refrain from furnish- 
ing any information about circulation, 
or who furnish information in a form 
that is not specific and authentic, are 
rated by capital letters, the meaning 
of which is made known by the key. 
These ratings represent the opinion of 
the editor of the Directory at the time 
of going to press. 

KEY—TO LETTER RATINGS. 
Exceeding seventy-five thousand, - ~- 
Exceeding forty t nna Sh une 

twenty t ind, - - 
frames = he a ene five hundred, 
Exceeding twelve thousand five hundred, 
Bascodins seven thousand five hundred, - 
xceedingfourthousand, - - ~- 


Qundaw> 
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Exceeding twenty-two hundred and fifty, - H 
Exceeding one thousand, - +. - I 
Less than one thousand, - - = “KL. 

Letter ratings are given only to pa- 
pers that will not or do not furnish 
information upon which an exact and 
definite rating may be based. 


J K L rating indicates that the average is- 
sue of the paper is not rpm to exceed a 
thousand copies, which is the advertiser’s unit 
of value o‘‘} K L” papers that are shown 
by correspondence received to have claimed an 
issue of more than 1,000 copies, it is the prac- 
tice at the time of each revision to send a copy 
of the regular application for information, 
The publisher is thus given an opportunity to 
exhibit his right to a higher circulation rating 
if he cares to do so. 

An X rating indicates that a communication 
from the paper, in answer to an application for 
a revision or correction of the circulation rat- 
ing accerded to it, created the impression that 
the paper will not_be satisfied with any ratin 
the editor of the Directory would be justifie: 
in according. A paper to which the “* X ” rat- 
ing is applied is generally one that (in the 
opinion of the editor of the Directory) is likely 
to cost an advertiser more for a service it can 
render than would be required to obtain a sim- 
ilar benefit from some other publication. 

A Y rating signifies that no recent circula- 
tion statement has been furnished from the of- 
fice of the paper, and a consequent probability 

t the last circulation rating accorded to it may 
be higher than a new statement would warrant. 

A rating indicates that a communication 
received, in answer to an application for re- 
vision or correction of the circulation rating ac- 
corded to the paper, fell short of being a satis- 
factory circulation report because of one or 
more of the shortcomings specified below : 

1. It was not signed. 

2. It was not dated. 

3. It failed to convey the necessary informa- 
tion. 

4. It was not given'with sufficient attention 
to detail. 

5. It did not specify the time supposed to be 
covered by the report. 

6. It did not cover the issues of a full year. 

7. It was signed with a hand stamp. 

8. It was signed by some person whose 
authority to sign was not explained or known. 

g. It was signed only by an initial or by 
initials. 

10. It was not given in such a way as would 
make it ible to hold any one responsible 
for the tubormnstion it purported to give, should 
it afterwards be proved untrue. 

tt. It failed to strike an average for the 

riod covered in detail, and thereby made it 
impossible to quote any figures as having been 
shown by the publisher of the paper. 

12. lt failed to clearly state what was meant 
by the word “ circulation.” 

The Z rating is never applied until after the 
attention of the publisher has been directed to 
the insufficiency of the report he has furnished 
and given full information how the fault might 
be remedied. 

The Z rating is most largely applied to 
newspapers whose publishers are better at is- 
suing circulation claims in round ‘figures than 
in sustaining their claims by facts ind records. 

SIGNS FOLLOWING CIRCULATION 
FIGURES. 








(aaa) These circulation \igures are from a re- 
port of an examination made by the Assocta- 
TION OF AMERICAN ADVERTISERS. 

(@@) Advertisers value this paper more 
for } + class and quality of its circulation than 











for the mere number of copies printed. Among 
the old chemists gold was symbolically repre- 
sented by the sign @.— Wedster’s Dictionary, 

(??) This sign is mainly applied in cases 
where a publisher expresses himself as dissat- 
isfied with the rating accorded, but unwilling 
(or at least failing) to convey information that 
will warrant a higher —— 

(++) These + plus and minus signs indi- 
cate that distinctly separate circulation state- 
ments made by this paper at different times, 
but covering the same period, fail to agree. 

(!t) The general advertiser ought to make 
himself well acquainted with the merits of this 

ablication before contracting to pay money 
or its advertising space. 

(tt) This publication is ‘a kicker ’’—un- 
friendly to the objects of the Newspaper Di- 
rectory oe little information. 

(+++) This publication admits that a cor- 
rect circulation report would show lower figures 
than those credited in the last report. 

(AA) No recent copy of this publication 
has been seen at the office of the Directory 
and it may have ceased publication altogether. 

(a4) The name of this paper has been 
heard mentioned and has had a place in one or 
more lists purporting to catalogue the papers 
of the State, but the editor of the American 
Newspaper Directory is not in possession Of 
satisfactory proof that it ever became an es- 
tablished publication. 

(OO) The editor of this Directory does not 
remember that this paper has ever placed on 
file any claim to a higher circulation rating 
than is here accorded, 

(@@) This paper has, on one or more oc- 
casions, indicated a desire for a higher ratin 
than was accorded in this book, but suc 
definite information as would warrant a higher 
rating than is now given has not been obtained. 

4# The accuracy of this rating has been ques- 
tioned by one or more persons who claim to 
have facilities for knowing the facts. 

44 The accuracy of this rating has been 
questioned by one or more persons who claim 
to have facilities for knowing the facts, and it 
is feared that the doubts expressed do rest upon 
a substantial foundation. 

44¢ + The editor of the American Newspa- 
per Directory has offered to verify the correct- 
ness of a circulation statement furnished by 
this paper, provided the publisher of the paper 
would agree to place the necessary facilities at 
his disposal. It was stipulated that the verifi- 
cation should be without cost to the publisher 
of the paper, but to this offer the publisher’s 
response was not such as to remove the im- 
pression of doubt that had been cast on the 
accuracy of the statement furnished. 

Reviston Date: The figures (in brackets) 
following the description of a paper, and pre- 
ceding the circulation rating, fix the date of the 
latest revision of the description. For exam- 
ple: (1—4) means that the description was re- 
vised and verified during the first month of the 
year 1904. If the final figure is followed by 
the letter P, thus (1—4 P), it means that the 
last verification of the description was based 
u an examination of a copy of the paper of 
about that date without the aid of any report 
or other information from the publisher. 


Whenever the marks #,#+ #+,4#+44, 
and other marks of doubt (+ +) (!!), 
appear against the circulation rating of 
a paper, the circulation rating of the 

per so marked is not given in the 
list in Part II. of the Directory, or in 
other tabulations, but in place of the 
rating the doubt mark only is given. 
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Publishers of newspapers and other 
periodicals are aware that it costs 
nothing to have a correct description 
inserted in the American Newspaper 
Directory. Neither is any payment 
demanded or accepted for inserting 
correct circulation figures. All that is 
requisite, in either case, is to furnish 
the information in a form that will ad- 
mit of verification. If a publisher 
wishes to supplement the description 
of his paper by a displayed advertise- 
ment or a “publisher’s announce- 
ment” he pays for the advertising 
space in accordance with the advertis- 
ing rates established; but such adver- 
tising or publishers’ announcements 
have no influence upon the circulation 
rating accorded a paper, nor is any 
influence needed, because every paper 
is credited with the exact circulation 
its publisher claims, if he furnishes the 
information in the same form that is 
demanded of his competitors. 


“Publisher’s Announcements,” 
which follow the description of a 
paper in the catalogue portion of the 
book, are paid advertisements wherein 
it is the newspaper publisher’s privi- 
lege to make any statement, on his 
own responsibility, that he deems it 
important to bring to the attention of 
any one who consults the Directory 
with a view of selecting suitable pa- 
pers in which to insert an advertise- 
ment. Such announcements are put 
in type as they are received, and in- 
serted in the body of the book as the 

ages are made up. The cost is one 
dollar a line (average six words toa 
line). Proof is exhibited in advance 
if desired. 


The book consists of five parts. 

Part I. contains a catalogue of all 
American periodical publications. 

Part II. consists of a list of all publi- 
cations rated in Part I. as having a 
circulation of 1,000 copies or more. 

Part III. consists of a complete 
list of papers issued on Sunday. 

Part IV. consists of a complete cat- 
alogue of Class and Trade papers. 

Part V. consists of displayed adver- 
tisements arranged alphabetically by 
States and towns. 


+> 


WHEN young Heinze, son of the 
Pittsburg pickle manufacturer, was in 
YaJe he had two nicknames. One set 
of his classmates called him ‘‘Pickles,’’ 
another manifested a preference for 
“ Fifty-seven Varieties."” ~ 
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“HIGH-TONED” ADVERTIS- 
ING. 








One of the best cravat houses in 
New York makes a practice of 
advertising in trade journals in 
very conservative fashion. The ad- 
vertising is up to date, but entirely 
noncommittal as to price. Even 
the address of the firm is left off. 
A name has been gained in the 
trade for goods costing as much 
as $25 a dozen, but it was recently 
learned that of all the buyers who 
come to New York every year only 
a few knew that the house carries 
cravats to retail at $1. Without 
investigating, and simply on the 
strength of this dignified advertis- 
ing, the buyer of goods to sell at 
$1 took it for granted that the firm 
carried nothing that he desired, 
and so even failed to investigate. 

Advertising can be pitched too 
high. In the attempt to be ex- 
clusive it is possible to exploit the 
ordinary conveniences of life in 
such a light that the average read- 
er will regard them as the peculiar 
luxuries of millionaires. It is said 
that nobody has yet advertised a 
piano-player in a way that reaches 
the masses. The first instruments 
marketed made great advertising 
capital of royal personages and 
musical celebrities, and subsequent 
advertisers have followed this lead. 
As a result, the average man re- 
gards the piano-player as some- 
thing for playing Chopin and 
Beethoven. His children have 
grown up and married, and the 
piano stands idle. He would be 
glad to buy an instrument that 
would play ragtime and simple war 
melodies. "The advertising must 
be brought down to his level. 

Cook’s tours have always been 
looked upon as pleasures within 
the reach of none but the rich. The 
very term “Cook tourists” brings 
up visions of an elderly party with 
side whiskers, like a stage banker, 
conducting two Gibson girls and 
an elderly matron through Egypt. 
Yet Thomas Cook & Son have 
dozens of three-day and one-week 
trips costing about $5 per day on 
the average, fares and all ex- 
penses. Staid advertising has here- 
tofore failed to make: this known 
to the masses, however. The New 
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York office of this famous agency 
has lately adopted a line of copy 
especially designed to reach the 
average man and woman, overcom- 
ing the aristocratic bias of. tradi- 
tion, but the mistake has been 
made of lowering the matter below 
the line of true dignity and illus- 
trating it with serio-comic line 
cuts. 

An establishment like Tiffany’s, 
with its reserved advertising and 
imposing front, rather scares the 
man of modest purse. He knows 
its name, fame and advertising, 
but never associates its goods with 
himself. He has a vague fear of 
tie “fancy price” that is identified 
with priceless advertising. Yet 
nine times in ten such firms carry 
things that the average man wants, 
and at very near his own price. 
The false dignity of their advertis- 
ing frightens the masses away. In 
the advertising of such establish- 
ments, a reasonable word can be 
said now and then about the less 
costly goods carried, and “dignity” 
will not be lowered a particle if 
the copy is skilfully written. For 
advertisers like some of the more 
popular piano-players, the publici- 
ty is pitched altogether too high, 
and its tone would better be low- 
ered permanently. 





Inmy ofinion there 
1s only one newspa- 
per directory, and 
that 1s thé: American 
Newspaper Direct- 
ory. We use it con- 
stantly in theworkof 
ths agency JOHN 
LEE MAHIN, 
Mahin Advertising 








Co., Chicago. 
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(A Roll of Honor ) 





OTE.—Advertisements under this caption are accepted from 
the American Newspaper Disestory. Save submitted for 


esseune to the 1903 issue of 


that edition of the Directory a detailed circulation statement, duly s 
have supplied a similar statement for the 1904 issue of the Directory, now unde 
be next. Such circulation figures as are mention: 


vision and to re 


in A 
characterised by ne 


publishers who 
and come. - 
ne are 


ak. 
These are generally regarded the 0 peeteneny who believe that an advertiser has a right 


to know what he pays his hard cas 
The black fi 


tains the details of the Lagoa oo owe hed ‘8 a 
in oe nee Sar &@ paper not entitled 


ures denote the Sl issue for the 
number in prac ets denotes the page in - A American 


eo indicated. The light faced 
ewspaper Directory which con- 
. No amount of money can purchase a place 


isements under this caption Wilt also be accepted from | re ye > paar to which the 


Amesioen Newspaper Directory accords the sign (© ©), the so-call 

rior excellence in quality of circulation. 
20 cents per line under a YEARLY contract, 
inadvance. Weekly, meee or q 


supe’ 
tion, if entitled as above, cost 
year, 10 per cent discount | if paid wholl 
tions to date show in 
a statement in detail, 


ance with the rules of the American Newspaper Direc 


Evening Ster. 
Weekly, 2,026, (33). 
a 1903, daity i, guara } 
pad t daily ty circulation in “annie. 

ton district, rigs Ss edition : The Republic. 

Birminghem, Ot ham News. Daily av- 
erage for 1 88 0, aie oan 

1903, 17.898; J sty ‘oon 1908, 20, 11 

Birmingham, Ledger. dy. . dy. oo ote 

18,980 (34). Av. for Aug. , 1903, 17,58 ae 

Montgomery tel Stverttene a. Av- 

cireulation for eed, daily 10,- 

8 (00), weekly 12.84% Su Sunday 1. 14,6 25 (40). 
ARIZONA. 

Bisbee, Review, B. Kelley, pub. 

In 1902 no issue less “has 1, 250 (46). In 1903 no 

issue less than 1,750, 


Phoenix Republican. | Da Daily average for 1992, 
47)." Cole Spec 


Anniston, 
19 ny 159. 


5,820 (47). Logan & Special Agency, N. Y. 
ARKANSAS. 
Dore Smit * gee ouuy. In 1902 | ty issue 9 
Rotouker, oe 1903, 1908, B, 14 ios. on, 
Little Roek, Arkansas Method Geo. Thorn- 
burgh, publisher. Actual average ion, 10,000. 
CALIFORNIA. 


Fresno, Morning Republican, daily. one 
for 1902, 4,644 (67). E. Katz, Special Vigcel. N. 
Oakland, Tribune, daily. Average for 1902, 
9, mo (7%). Tribune Publishing Company. 


Diegan Sun. Daily average 
W. iH. _W. H. Porterfield, pub. 





tor 1908, rae (80). 


mn Fra ~y 
forse. te 165 08). Ar E Katz, A at peed ges im 4 


San Francisco, Bulletin. R. A. anak Av. 
for 1902, daily 49,159, 59, Sunday 47,802 (80). 


San Franelaeco, Call, d #4 ‘all, d’y and *.,% . D. Spreck- 
els. Aver. for 1902, d’y 60,885, S’y 71, peri (80). 
September, 1903, daily 61,068, Sunday 82,698. 


San Jone, Evening Herald, eaty. Te Herald 
Co. Average for year end. Aug., 1 8,597 (86). 


San Jose, Morning Mercury, dai 
Publishing Oo. Average for 196s, 6.866 (80) 


co 
Denver, Post, daily. Post Prin ting and Pub- 
lishing Co. Average for 1902, 82,171 (97). Aver- 
age for Ni , 1908, 48,626. Gain, 8,469. 


t@- The absolute correctness of the latest 
circulation rating accorded 
the Denver Post is guaran- 
teed by the publishers of the 
American Newspaper Direct- 
ory, who will pay one hun- 
dred dollars to the first per- 
son who successfully contro- 

verts its accuracy. 


crease of circulation can be made, ow 
properly signed and dated, covering the additional period, in accord- 


Daily average for | 
— 





ed gold marks, denoting 
(2 Announcements under this classifica- 
$20.90 for a full 


uarterly correc- 
ded the publisher sends 
irectory. 


CONNECTION T. 
Hartford, Times, dail , Sy 
16,172 (ul). Perry Lukens, Labene, dre WE 
Meriden, Morning Base lican. 
sss aa Pub, Co. Dy. av. fi = 008, ¥ ? (112). 
w Haven, Palladium, ¢ dail At ‘or 
one 5.500 (ii4). £. Katz, ‘special Agen t, * ra 
ew Haven, Union. Av. for oe, Lt $y 15 pee, 
8; 8,825 (114). EF. Katz, Katz, Special A 


Rew 3 Lendon, Day, evg. Av. _ (> 
First months 4 1903, &, B82. b5ee. 4 903 &,” 


PR aay Bulletin, daily, ‘Bylain c , pub- 
ers. Average for ( tenage 
Jirst six months 1903, 4,996. 


DELAWARE. 
Wilmington, Morning News, oa 94 jews Pub- 
lishing Co., pubrs. Average for 1 9,485 (121). 


DISTRICT OF COLUMBEA. 
Washington |v. Star, ow eet News- 
paper Co. Average for 1902, 88,748 eo (122). 
Nationai Tribune, “weekly. Average for 1902, 
tear Fe * First six mos. 1903, pss. 
mith & Thompson, Rep., N Ye Chicago. 


FLORIDA. 
Jacksonville, Metro 7s. of Sy, og UE 1902, 
7, O18 (128). Average ist 6 mo 903, 8,229. 


Pensacola, Journal daily daily, every ae ex- 
cept Monday. Average for If for 1902, 2,441 (1 


Tampa, Morning Tribune. Tribune. 
bune Pub. Co, Average for tor 1908, 608 da. 
GEORGIA. 
Atlant: gy dy. Av. 1902, ere aea Semi- 


wy, 84,10. Present average, 8' 
peal 
8 are 


Atlanta, Southern Cultivator, 

semi-mo. Actual average werage Jor 1908, 
Lafayette, Walker Co. se 

C. Napier, Jr., pub. Av. for 590 U vy 


IDAHO. 
aoe on PS oy and wy. 


ne biee 
(151). Av. Viat 6 mos., ie ;. 2,800, a 


ILLINOIS. 


Caltro, Citizen, week Year ending Dec., 1902, 
no issue less than 1 0 oaths Oct., 1903, 1, 100. 
Daily, average 1902, 298 (& 


Ch mpsign. | News. In 1902 no issue less than 
1, 100 ‘daily an 400 weckty (ee. In Novem- 
ber, 1903, 20 anit n 2,400. 


Chieago, Ad Sense, mont mentite, 
Co,, pubs. Actual average for 





vo. 


The Ad Sense 
92, 6,088 (176), 
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Chicago, American Bee Journ 
Actual average for 1902, 7,485 (167 “one 


Chieago, Bakers’ Helper, monthly. 
Clissold. Average for t for 1908, 4,050 (OO (17). 
Chicago, Breeders’ Gazett Faewtte. eine stock farm,week- 
ly. Sanders Pub. Co. Average for 1902 60,052 
67). Average first 25 weeks, 1903, 66,740. 


weekly. 


Shinran Dene etn? ales 
ave or ‘or 
Sostnins mathe omtebeee om rem 


Chi , Grain Dealers alors Journal: s,m 
Dealers Company. AV for 1902 4,416 (OO) i170) 
Chie Home Defender, mo. T. G. Mauritzen. 
Act. av. I 5,409. Last 3 mos. 1903, 84,000. 


Chicago, Irrigation onthly, D. H. An- 
derson. icanee for 1902, et 186 (181). Average 
ten months 1903, 22,100. 


Masonic Voice-Review,mo. Ave for 1902, 
26,041 (182). For siz months 1903, 26,166. 


Chieago, Monumental New News, mo. R. J. Haight, 
pub. Av. for year end. July, 1902, 2,966 (18a 


Ch . National Harness Review, mo. Av. 
for in S 291 (183). First 8 mos, 1908, 6,250. 


Park and Cemetery and Landscape Gardenin, 
mo. Av. for year ending July, 1 2,041 (183). 


Chi Record-Herald. average for 1902, 
daily 158,424, Sunday 171,816 ( 


Ohicago, The Operative ier, iia. Act- 
ual aients for 1902, , 5, 666 (183 


yen Tribune, daily. 7 daily. Tribune Co. In 1902, 











By "oon 


East St. Loula, Poultry Culture.mo. Poultry 
Culture Pub. Co. Average brat: 6 gees Gam. Av- 
erage first six months 1903, 14,88 


Evanston, Correct English: How to Use It, mo. 
Average for year ending Oct., 1902, 9,750 (194). 


Kew Star-Courier. Average ae one, 
daily 2.410, weekly 1,522 (203). Average 
anteed circulation ily laily for 2 August, 1903, 1003, 8,006. 


Peorta, Star, eveni ana Santer 
Actual sworn average for 1902 1902, 28,74 


Reekford, Re; Dy. av. for 1902 
554, 


ne. 
8.-wy. 7,052 (223). Shannon, 150 Nassau. 


morning. 
(219). 


INDIANA. 
pone nee weeten 11818 ie and 8. Courier Co., 
ib. Act a 11,218 (244). Sworn av. ’03, 12,- 


v. 
B18. Smith & Thompson, Sp. Rep.,N.Y. & Chicago. 


Evansville, Journal-News. Av. for aay ” 7 
11,919, S'y 11,608 (244). E. Katz, Sp. Agt., N. 


Goshen, Cooking Club, ‘Club, monthly. Average for 
1902, a pay (247). A medium, as 
housewives keep every issue ry issue for Gatly reference 


i ny lia, News, wes, dy. Hi Hilton U. Brown, gen. 
Av. for 1902—actual sales—62,188 (250). 


Slaten Morning Journal, daily. Actual 
average epresenes (254); November, 1903, 4,481. 


Marton, Leader. y. W.B. Westlake, pub. 
Actual average for ‘oe 757 (257). For month 


ending N vember 3/, 1903, 5,669. 


Munete, Star, d’y and S’y. Star Pub. Co. Yea 
ending Feb. 1903, d’y 21,468, S’y 16, 585. (260). 


Notre Dame, The Ave Maria, Catholic weekly 
cranes Average for 1902, 25,976 (262). 


ineeton, Clarion-News, dail. e Clarion Pub- 
tonite Ge wo. | \verage for 1902 for 1902, 1,820 (264). 
Richmond, Evening Item. Sworn 4 ee for 
1902, cont Same for August, 1903. 8, 


Bend, Tribune. Sworn oly average 
1902, i Leet (267). 


Sworn am. fon Nov., 6,808. 





IOWA. 
Arlington, News. Al) home-print weekly. W. 
F. Lake, pub. Average for 1 "1908, 1,400 (282). 


Burlington, Gazette, dai dail Thos. Bipvers, 
pub. Average jirst nine months 1903, 5,756 


Burlington, Hawk-Eye, daily. J. L. Waite. 
Av. for 1902, 6,818 (285). June 50, 1903, 7,018. 


Clinton, Aavertiner, daily. Bros., pub- 
lishers. Av for 1902 b 10,888 © ). Accorded 
largest daily reulation in Eastern Iowa. 


Beveupert, Times. Dy. av. 1902 6,882, s.-wy. 
1,527 (29 Dy. av. October, 1903, 8,526, Cir. 
guar. ee than double uble of ar any Davenport daily 


Des pietnes, On ital, 1 - Lafayette Ses 
epeher. hoe, rm meen for 1002 on 
(293). ye. October, 19 1903, $1, aed 


Des Moines. Cosmopolitan Opcopatt. month- 
ly. Still College. Average f for 1902, 9,666 (294). 


Des Moines, News, daily. daily. Aver. 1902, oF .418 
sre First 9 mos. 1903, aver., sworn, 41,871 net. 


« Moines, Spirit of the West, wy. Horses 
aa Sive stock. Average for for 1902, 6.095 (on. 





Des Moines, Wallace's Fai s Farmer, wy. Est. 1879. 
Actual average January, 1903, 80,605 (294). 

Dubuque, Catholic Tribune, weekly. Catholic 
Printing Co., pubs. Actual average , 4,801. 


Museatine, coum, dy. av. 1902 8.728, oh 
2,711 (315). Dy. av. ist 6 months 1903 4,18: 


Ottumwa, Courier. Dy. av. ’02 4,491, s. 
984 (319). ‘st 6 mos. 1903, dy. 4,577, hag 

Sheldon, Sun, d’y and w’ly Carson. 
Average for 1902, d’y 486, 


wily 2,544 (3). 
Shenandoah, Sentinel, tri-weekly. Sentinel 


Publishing Co. Average for tor 1902, 8,681 (323). 


Py: City, Journal. Dy Dy. av. Sor Sree 
1903 (sworn) 19,812, dy. - ‘or sug. 3 698, 
isputed andar 


always 
its big, virgin field. 192 aver average 16,968 (32%). 


KANSAS. 


Atehison, Globe. daily. E. W. Howe. (334). 
Offers to prove 5,200 daily circulation for 1903, 
or receipt any advertising bil bill, 


-6,> 


Girard, Appeal to Reason, Reason, weekly. J. A. Way- 
land. Average for 1902, 195,809 (343). 

Hutchinson, News, d’y and w’y. , durin 
1902, no iesue less than 1,920 (346). EB’ A N. ¥ 


To 
mon 


ka, Western Schodl Journal. "eee 
ly. Average for 1902, for 1902, 8,116 (362 


Wiehita, a es dy and w and w’y. Av. 1902, d’y 16,- 
781, w’y 6,67 Bee! Ni, N.Y. € Chicago. 


KENTUCKY. 
pane rt, Breckenrid, tows, om ~ J 
Babbare. Average for 190 for 102, 2,248 ¥ 


Le nm, Leader. Av. 1 Av. for 1902, = 2.288 
w'y Sse » S’y 4,008 (373). EZ. Katz, 8. A., N. ¥. 


Louisville, Evening Post, dy. -Kveni 
Co., pubs. Actual average fe for 902, 26,89 Gi 


Padueah, Sun. salty. 8 Sun Publishirg Co 
Daily average for November, 1903, 2,289. 


LOUISIANA. 
New Ovicans, item, éatty. R. M. Denholme, 


pope. vrerage November, 1903, 16. oar. 
al journal eity New Orleans The only 


rae oe bom gt its an “examin ia 
‘ireulafion books by Association gy 
yon te Advertisers 


New Orleans, Louisiana | Planter and S$) 
Mfr, wy. In 1902 uo issue less than 8,000 \ 





91. | 
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a Southern Buck, official organ of Elkaom 
Louisiana and Mississippi. Av. 02, 2,866 (38). 


MAINE. 


Augusta, Comfort, m H. Gannett, pub. 
Actual average for 1902. . isbe, 1,274,766 (391). 


Augusta, Kennebec Journal, d’y and w’y. 
ures a’y, 1902, 4,719, w'y 2,188 (991). 


angor, Commercial. Average for 192, daily 
rie weekly 29,012 (392). 


Lewiston. a, Broning Jomenel, os Average 
for 1902, 6,640 (©), weekly weekly 15,25. ‘© ©) (395). 


Phillips, Maine Woods, wi weekly. J. W. Brack- 
ett. Average for 1902, 5,416 ). 


Portland, Evening Express Averoge for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 
Baltimore, News, daily. Evening News Pub- 
lishing Co, eyes ots. 1902, 41,588 (402), For No 


vember, 1903, 
srasnacavedrrs. 
Boston, Evening Transcript ( )) (412) Boston's 
tea icin 9 A Largest amoun’ gai adv, 


Boston, Globe, average for 
pany. 196, 579; Sunday, 3t6. 296 a 
First 11 mos. 1903, dy. 195 899, Sy. 297,58 
Largest ci circulation in New 
Advertisements go in morning ond afternoon 
editions for one price, 


Boston, New England ngland Magazine, monthly. 
America eo. pubs. Average 1902, 21,580 (420). 


Boaton, Pilot, every Saturday. Roman Catho- 
lic. Jas. Jeffrey Roche, editor. (@@) 


Boston, Post, dy. Aver for 1902, 174.178 
413). Av. for Oct., 7008, dy. 185,804, "sy. 172,- 
06. Largest p.m. or a.m. sale in New ngland, 


Boston, Traveler. John H. Sew, Established 
18%. Actua! daily average 1902 Oe 852 (413). 
For first eleven months 1903, 76,48: 


Sass Northfield. Record of Christian Work, 
mo. Av.for yr. end’g March, 1903, 26.541 (425). 


Giepeemtes Daily Times. Average for 1902, 
6,247 (427 First seven mon months 1903, 6,629. 


Lawrence, Telegram, dail daily. Tel Pub- 
ishing Lo. Average for 1902, 6,701 ( 








Salem, Little Folks, mo., juvenile. 8. E. 
Cassino. Average for 1902, 75,250 (434). 


Springfield, Good Housekeeping, mo. Avg. 


for 1902, 108,666 (436). For year end. Dec., 
1903, 185,992. All advertisements guaranteed. 


Springfield, Republican (4 (435). Aver. 1902, d 
15,406 (@©), Sunday 18,988 (©), wy. 4,177: 
Worcester. Evening Post, daily. Worcester 
Post Co. Average tor 1902, 10,556 (439). 


Worcester, L’Opinion Publique, French, dy. 
Act. av. Sept., 1903, 5,246 (%); Oct., 5,070 (%). 
MICHIGAN. 


Adrian. ee 
1902,1, 270 (440). 





W.Grandon. Av. for 
ae 9 mths. in 1903, 8,650, 


roit, Free Press. Average for 1902, daily 
aii $58, Sunday 61,260 (450). 


Detroit, Times, Sey as Times Co, Av- 


erage for 1902, 27,657 (4 


Grand Raplds, Evening Press, d yerege 
for 1902, 88,216 (456). First 8 mos., 1008, sei 


Grand Rapids, Beveid. daily. 





Eugene D., 
Only 


Conger. ~ Average for 1902, 20,156 (456). 
morning and only Sunday paper in its field, 








Jochsen, Citizen, daily. 
pub. Actual average for ivoa) sar (461). 
erage Sor sige six months 190 1903, 4,828. 


Jackso and Patr Patriot. Daily # 
1902, 5.082 (461); (a1); for Noveml November, 1903, 6,041. 


ih. . 
PON TTL 


). To Oct. 1, 05. d. 4, 03, 


News, tee, dnt A for 
848 (473). vovember, 1903, datly 12,998 


pe Advertiser. week weekly. apy T. ikeoen. 
No issue in 1902 less than 2, (474). 


MINNESOTA. 
Minneapolis, Farm, Stock Frome nae 
monthly. Actual averaige 190, 62,808 (ai Act- 

ual average July- October, 190: 1908, 74,888. 


weenie. Farmers’ Tri 
J. Murphy, pub. Av. for _Av. for 1902, 


Minneapolis, Journal, dai ony. 
ing Co. For 1902, 54,628 (495 


Minneapolia, N. W. ulturist, s.-mo. r.. 
03, 78,168 (498). 25, 5,000 guard. 350, agate line, 


Northwéstern Miller, week weekly. Publish- 
ing Co, Average for 1902, 4,200 oe o) (4%). 


.~ — lia, Svenska Amerikanska 
. J. Turnblad, pub. 1902, SS head (497). 


* ianeapetl Tribune. W. arphs: pal 
— 5 Ban: 


verage for 1 daily, ea ‘ate 
Y; 56.8 on din on y ist. 1807, 


Dilly Ta,08i, sn Oot iy 60,308 Sunda: 

av ‘or Oct re 

pam ag fovember, 68, to Daily a ~4 
erage Sor, November, 7% 

The on Minneapolis : ‘daily listed im Rowell’s 


that ‘pub prubltahee t 


Av- 


Kalam 
— (462). 
naw, Evenin, 


twice-a-week. 
4,714 (496). 
Journal Print- 


down to 
date in ROLL ‘oF Howok, or else- 
nee. ; poet Tribune is one of Se 
nine 
circulation of which t of which fa abmalutely 

Newspaper Dirtotors PA bd in et both 
morning and evening edittor editions Sor one pries. 

St. Pasi, _Diapetee, dy. “Aver. 1902, 
505) y_ 56,188 . ST. PAUL'S 
ING NEWSPAPER. 

St. Paul, Globe, A lobe Oo., 
Actual average for 1 22,825 (505). 
mos. 1903, $1,529. 


St. Paul, News, dy. Aver. 1902. ete 05)" 
First 9 mos. 1903, sworn porn average 84,08 


Paul, Pioneer-Press. Daily 

1908 84,151, Sunday 80.986 (506). 
St. Paul, The Fg ay ogrt., s-mo. Eset. 1882. 
Sub. 50c. Prof. Act. av. year end. 
Feb., °08, 67.840 (sor). wor 07). Act. present av. 80,000. 


St. Paul, ~ Jolly Elk, m Elk, mo. Av. 1902. 8,801 
(07). Last six onths 1903, au 1903, sworn to, 8,889. 


Winona, bl ican and Herald , daily. ss. 
age 1902, 8,202 (512). Av. past é months, 4,109 


Westlicher Herold. Av. 1902, 22,68: came 
Winona, 28,808; Volksbl des Westens, BSe 826. 


MISSISSIPPI. 
American, daily. In 1902, no issue 
(622). In 1903, 1,900 copies. 


MISSOURI. 
Joplin, Globe. . A for 1908, 9,414 
Gil). E. Katz, Agent. New York. % 
+ Journal, d'y and . Average 
for 1902, daily Os SRS. $6, weekly te1108 (641). 


Kansas Cit 
Auge, 2, B/188 GO). des moe. ao BODE, 


Av. Aug., 02 


ishers. 
First 9 


average for 


uae 
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Kansas Oity, World, daily. Aver, 1 6 
978 (542), Fo Ra 1908, aver., sworn, SL aos. 
Mexico, Amertene Be Farm and Grttesé. sai 

rtic.,mo. Actual aver: mm & 
(549). Actual aver. Atay, fay, June, uly, aie is ter 
St. Sorevh. Medical Herald, try very a 
Herald Co, Average for 1902, 4 
at deh 300 8. 7th St,. hurt nae Grow- 
aay: ver. for pee SS 28,287 (557). Rate isc. 
Ser tine reulation 80, eeu guarant’d. 
St. teeta — Brief, mo. J. Lawre' 
A.M.,M.D., ed. and pub. Av. fo for Yoo” 88,058 (668). 
National Farmer and Stock Grower, mo. Av. 9 
mos. end. Oct., ’03 105,500. 1902, 68,588 (563). 


St. Louis, The Woman's M ne, monthly. 
Women and oe tay Pub. aver- 


Vg FH 1903, every 


rgest circula 
bee of any O00 copies ful comm in the world. 
MONTANA. 
Anaconda, Standard. Lp! gremege for 1902 
11,204 (572). MONTANA’S BEST NEWSPAPER 
Butte, Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average for for 1902, 10,101 (573). 
Py Record, ev: Record Publishing 


ening. 
for ibe, 7.974 (574). Average Jan- 
lay 3ist, 1903, 10,209. 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, ay 
(590). Av. for year end. end. apret 30, 1903, 144,55. 


Lincoln, Freie Presse, we weekly (59). Average 
Sor year ending April 30, 1903, 144,554. 
Lineoln, Nebraska Teacher, monthly. Towne 
& Crabtree, pub. Average for 1902, 5,100. 
Lincoln, Western Medical Review, mo. ur. 
endg. May, 1903, 1,800. in 1902, 1,660 (69 


maha, Den Danske Pioneer. wy. a and F. 
Noble Pub. Co. Average for 1902, 28,478 (594). 


Omaha, News, daily. Aver. for 1902, 82,777 
(304). First 9 mos. 1903, sworn aver. 40,055, 


NEW HAMPSHIRE. 


Franklin felts, Journal-Transcript, weekly. 
Towne & Robi le. In 1902, no iss issue less than 8,400, 


Manchester. News, daily. sy 4 Herb. N. Davison. 
sng S for Se 
rt, N. Y. Rep., 150 Nassau St. 


NEW J BREET. 
Asbury Park, Press dy. J. L. Kinmonth, pub. 
Act. av. year end. July 3/, "05, 8,702. 1n’2 8,556. 
Cumden, Dail 
age circulation for year end. Oct., 03, 6,885 (%). 
Elizabeth, Evening vanes. Beers aver. 1902, 
3,885 (616). 6 mos, 1908, 4,28 


Elmer. Times, weekly. 8S. P. Foster. Average 
for 1902, sesgyoce (616). 





pa ae 








daily petzel average 
19 IN ODE GID: Sep Sept, 008 1903, 28,25 
Jersey City, Evening ening Journal, 
for 1908, 1 17,5 2 (619). iat 6 mos. Fa 18,407" 


Jersey Ci Sunshine, mo. J. W. a 
aver. for Y year ending Jan., Jan., 1903, 84,500 (426 
Newark, Fvening News. Pri News Pub. 
Co. Av. for 1902, dy 50,406 ¥. 15,915 (621). 
rket, Ad —aanmein mo. Peanley 
Day, publisher. Average for 1902, e< O41 (623 


Courier. Eat, 1876. Net aver- 











Red Bank, Register, weekly. 
H. Cook. Actual average 1902, 2,85 


NEW YORK. 


Albany, Journal, evening. Journal Co. Aver- 
age three months to October 1, 1903, 17,521. 


Aibenr. Times- Union, ever every evening. Establ. 
1856. Average for 1902, 02, 25,2 4 (635). 


ening remtce. Evening Herald, daily. Evening 
Co. Average for 1902, for 1902, 10,891 (638). 


Buffalo. Coaster. morning 5 Enquirer, even- 
ing. . Conn verage for 1902, morn- 
ing 48,818, evening 80,40 $0. 401 (641). 


Buffalo, Evening News. Dy. av. yom, Bs mtg 
(641). Smith & Thompson, Re Rep., N. Y. & Chicago. 


Corning, Evening Leader, Leader, daily. Average for 
1902, 4,064 (647). September, 1903, 5,955. 


Cortland, Democrat, weekly. + C. Parsons. 
Actual average for 1902, 2,228 (64 


Elmira, Ev’g Star. Av. for ais 8,255 (651). 
Guarauteed by vit wmees investigation. 
Leith uart, N. Y. Rep., 150 Nassau St. 


Est. 1878. John 
Z (626). 


Ithaca, News, daily. Ithaca Publishing Co. 
Average for 1902, 8,116 (658). Av. for Sept., 1903, 
St. 


4,500. Leith & Siuart, N.Y, Y. Kep., 150 Nassau 
Newbu Av. for 1902.4, 257 (666). 
Guarant or personal investigation. 
“wow York City. 

American Engineer, m R. M. Van Arsdale, 
pub. Av. 1902, 8,816 (681). "ae. 10 mos, '03, 8,745. 
American Machinist, w’y 
(Also European ed.) yom i 


by News, dy. Av. ay 


, machine construc. 
. 18,561 (@ ©) (670). 


Amerikanische Schweizer Zeitung eA Swiss 
Pub. Co.,62 Trinity pl. Av. for 1902, 15,000 (671). 

Automobile Magazine, monthly. Automobile 
Press. Average for 1902, 8,750 (686). 


Baker’s Review, monthly. W.R.G ry Co., 
publishers. Average for 1902, 8, O88 (686), ear 
age for first six months end. July 34, 1903, 4,426, 


Benziger’s Magazine, famil: Ben- 


monthly. 
ziger Bros. Average for 1902, 


8,479 (686). 


Caterer. monthly. Caterer Pub. Co. (Hotels, 
Clubs, and class Rest.). Average for year 
ugust, 1902, 5,888 (687). 


ending with 
Cheerful Moments, yy - Geo, W. Willis 
Publishing Co. Average for 1902, 208,888 (687). 


Clipper. weekly. Frank Queen Pub. Co., Ltd. 
Average for 1902, 26, 811100) (673). 

Delineator, fashion mo. Butterick Pub. Co., 
Ltd. 1872, Av. 1902, 721,909 (688). Act. av. 
cire’ e months ending June, 1903, 876,987. 


Dry Goods, a. Max Jopgrhsber, pub 


lisher. A werage for 1903, 4,866 (+), 
El Comercio, mo. Spanish export. J. Shep- 
ard Clark Co. Average for 1902, 5,875 (689). 


Electrical Review, weekly. Electrical Review 
Pub. Coe Average for 1902, 6,212 (© ©) (674). 


Elite Styles, monet. uy, Purely fashion. Actual 
average for 1903, 62, (). 

Engineering and ae Journal, weekly. 
Est. 1866, Average 1902, 10,009, (©) (674). 
Forward, daily. Forward Association. Aver- 
age for 1902, 81,709 (667). 


Frank Leslie’s Popular Monthly, Frank Leslie 
Publishing House. Actual av. for . 204,621 
(690). December, 190%, edition, 2&8,6 50 copies. 


Hardware, coe nab, Average for 1902, 
8,802 (683); first half 1903, . 
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Junior Toilettes, fashion month] Jaeger 
yee moe Actual b average 3 1903, me beste (%). 


Telegraph, daily. Dail peteere h 
ex — 5S Average for 198, Por’ 1902, 2238 ° 


Music Trade Review, eee and art week- 
ly. Aver. for 1902, 5,452 (677 


New Thought Magasine, moved to New York 
City. Average ending January, 193, 29,289 
(183). Average ending December, 1903, 104,977, 
on rn. The only medium for lew rat rng 8 
Pharmaceutical Era, weekly, pharmacy. D.0O. 
Haynes & Co., pubs., -» 8 Spruce street. oo) (679) 


Pocket List of Railroad Off Officials aly. Railr’ds 
& Transp. Av. 02, 17,696 (702) ; av. ‘03, 17,992. 


Police Chronicle, weekiy. ay 9 See 
Pub. Co. Average for 1902, 8, 650 (679 


Printers’ — , weekly. A A fo Kowelt. for gévertie 
ers, $5.00 pe Rowell 
Average tee 1 18,987 (679) 987 (679) 


Railroad Gazette, , railroad and engineering 
weekly. 83 Fulton street. treet. Est. 1856. (©@) (680), 
The Central Station, mont! monthly. H. C. Cushing, 
Jr. Av. for year ending May May, i902, 8,488 (687). 


The Iron Age, weekly, ly, established 1855 (© ©) 
(676). For more than a generation the lead- 
ing tcation in the hardware, iron, machinery 
trades. 
Printers’ Ink awarded a sterlin 
Bowl to the Iron Age, * roarded N 


rded Nove 
Printers’ Ink, “he Little 
“ Schoolmaster in the Art of 
“ Advertiamna, to The fron A Age, 


er Sugar 
pane a 


Mf ng of mer! 10 after a canvass 

r of merits ng over 

+y iod of ten onthe, hav- 
ng been the one trade paper ti +4 

- ‘ Gaited 3 OF America that, taken all in al 

““ renders its constituency the best service and best 





serves its purpose as a 
* Son = with tyi- ified class.” 


The New York Ti dail Adoiph 8. Ochs, 
publisher, 1902 A (© ©) (669). . ss 
Solletten, fashion, monthly. Max Jorezhuber, 
publisher, Actual a werage for 1903, 61,800 (2). 
Wilshire’s Magazine. Ga: Gaylord Wilshire, ed., 
123 £. 23d St. Act. av. ending Sept., 1902, 
(1088). Actual av. wi. eight mos.. 7903, 100, 625. 
Roeheste and Comment, mo. Law. Av. 
for 1902, $0,000 Ui (15) ; 4 year 4 years’ average, $0,186, 
Gohenestady, Gazette, di laily. A. N. Liecty. 
Average for 9,097 aie Average for the 
month Ay A 4 1908, 18,011. 
Syracuse, Evening Herald, daily. Herald Co., 
pub. Aver. for 1902, dy. 82,118, § Sunday 29,009. 
Utiea, National Electrical Contractor, mo. 
Average for 1902, 2,292 (723). 
Utiea, Press, daily. Otto A. Meyer. publisher. 
Average for 1902, 18,618 (723). 


w, Western New Yorker, weekly. Levi 

A. Sa Average f for 1902, 8,4 8. 7%). 

Werte, Reporter. Re rter” Ptg. House, 

pub. Av. for 1902, dy. Tosh wey. 2,744 (7%). 

Whitehall, Geroniaie. weekly. Inglee & Tefft. 
Average for 1902, 4,182 (726). 


NORTH CAROLINA 
i ee 
NORTH DAKOTA. | 


Grand ovis, Normanden, week] 
den Pub. Co. Average for 12, 4,869 trae 





D. | as). 


at a: Ay. ts for 02, 4,759 (744). Actual aver 
for Sept. 08, "08, 0 7 orth Dakotas BIGGEST 
@ Maxwell, N. Y. Rep. 
OHIO. 

Ak Beacon Journal. a’ 1902, 

7,869 (750). Year ending hgh Ay so ben. 
Ashtabula, Amerikan ah BEE i. w’y. Aug. Ed- 

a. ere for 1902, 8,558 (7! sithitag 
Established 1842. Daily 
ons 4 e Beckwith, New York. 
Cincinnati, Mixer and Server, monthiy. Actual 
av - for 1902, reer 48,501. First eleven 

1903, actual A 

ace cer atnltae Pt ines 


Hotel and Restaurant 
tenders’ Int. Toomelah amerion. WATCH 
US GROW. 


Cincinnati. Phonographi ine, mo. 
Phonog. Institute Co. Av. “tor 1902, nto. 10% (ies). 


Cincinnati, Trade e Review, m’y. Highlands & 
Highlands. Av. for 1902, 2,5. 2,584 (765). 


Cincinnati, Times-Star, dy dy. Cincinnati 
Star Pub.Co. Act. a 1902, 148,018. (ei). 
Act. aver. For non siz ; months 1908, 147,601. 


Cleveland, Current lotes (Preachers’ 
Mag.),mo. Av. year end. — —— guste (768). 


mR ag Press, dail 
Printing Co. Actual av. for av. 


Colembua, Sales Agent, m 
publisher. Average for 1908, ‘or t 


ry. News Pub. Co. Ave: 
)._ Hleven mos., 1908, 16,41 





tor ‘oon, 1902, ‘Tios9 aa 
mon E. L. Moon, 
L908 cr). 
Dayt News, 
for 1902, 16,520 ¢ nee. 


Laneaster, Fairfield Co. Ri Co. vy blican. In  % 
ust, ’02, no issue less than ‘than 1,680 for 2 years 


Springtesd, Lay and m and Fireside, agricultural, 


semi-mon Actual average for = 
811,220 ( “ae average for first siz 
months, 1903, $40, 875. 


Spri eld, Woman's Home Com 
howeshe id monthly, est. 1873. ‘Actual av.for 1st 
862.666 (800). ” lla average for first siz 
months, 1903, 885,16 


Teledo, Medical and Surgical 
Actual average 1902, , 10,917 (802). 


Toronto, Tribune, weekly. Frank Stokes, pub- 
lisher. In i902, no issue less than 1,250 (802). 


OKLAHOMA. 
Guthrie, Oklahoma Farmer, wy. Actual aver. 
1902, 22,178 (813). Year end. June 30, 03, 24,198. 


Guthrie. Oklahoma State Capital, a ez. 
Average for 192, dy; 18.806. w ui ae ais) 
Year ending July 1, 03, dy. 1 9,888; wy 


OREGON. 
Astoria, Lannetar. ©.C.C. penees- Finnish, 
weekly. Average 1902, 1,898 (820 


Pertland, Even 
Sworn cir.’03 (8 mos.), 


Portland, Pacific Miner, Miner, semi-mo. Av, x 
ending Sept., 1902, 8,808; first 8 mos. 1903, 4,912. 


Reporter, mo. 





reat ‘ie Te.se See (eu ea). 


PENNSYLVANIA. 
eaalicahes xk to =. mo. AY. and 


paper was 
fe bliahed dn erent done contieued am 
Hh the name of The American Home Companion. 


Connellaville, Courier, weekly. Actual av. for 
1902, 8,165 (838). The “ Courier” a daily issue 
si lov. 1902 ; statement upon 

Erte, Times, daily. Average for P 10,645 
. Katz, Special Agent, New Yi 
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h, d: 
ont "Febn Feb les &%,. Ho tamme issue tor year 
y, '03, 9,429. Average Sept., 0, "08,10, i. 


Phil os hia, American. Medicine, By Av. 
for 1902, 19, F (865). Av. Mc Av. March, 1903,1 827. 


adelphia, . Frank V. 
coe Average for 1902, 1902, 2 ot ae (871). 


Pitedciehio, Farm Journal, monthly. Wil- 
|} Atkinson Comapany. —s. Average 
the a ...% - rm Journal with this 


Sugar apt 


iption 
aparded June 25th, 1902 by 
* Printers’ Ink, ‘The Litt 


er’ in the Art of | Ne 


4 “Advertsing, to the Farm 


“ Journal era sancessing 
“period of _ that on all 
a r, , amon 
those published tn the that pape, ‘on 
be pa) t serves its pu 
“as an educat Sor the — 





wal? madtum poe pe spective and econom 
nl communicating. with thom, 


Pe Groseey rogery World, wy. Grocery 
Pab. Co. Av. for 192, 9,408 Average first 
six months 1903, 9,780. 


Philadelphia, Press, Av. Av. cire. 
daily, Net average for Oct., 1903, {0tars rey 


somnael a, Public Led a Adolph 
pullleher. « OO) & (as. _ ‘ 


* Piadetohta Reformed Church Messenger, 
w’y. 1306 Arch st. Average for 1902, 8,574 ($08) 


Pre aR ee, 
verage for \ ‘0 
, 1903, 108,05 ous Press A Nooo. Phila, y 


The Philadelphia 
Bulletin’s Circulation 


The Siose statement shows the actual cir- 
culation o: BULLETIN for each day in the 
month of “Korember, 1908 - 











1 16. 

2 17. 

3 18. 

4 19... 

5 20 

6.. Z1.... 

= @... 

8.. 23 

9 w.. 

10.. 2 .. 

11... 26 

12.. 27... 

13 28... 

“4 2... 

b.. ‘ . w. 
Total for 2% da: 3.804.712 co copien. 
NET AVERAG RN ER, 


152,988 copies per day 


wm. L. poh mas, Publisher, 
Philadelphia, December 3, 1903. 
THE BULLETIN goes daily into more Philadel- 
phia ye than any other medium. 
THE by pany thousands the larg- 
est local circulation o' y Philadelphia news- 
paper. 


Pittaburg, bp gee ao = 1902, 
67,842 (81). So licati 


Sees 





Sun. ire. oF 


1902, 00.885 (810), S00 (876). Sworn on application. 


Pittsburg, Labo: © World, ld, Av. '02, 16.025 
(871). Reaches best paid clase of worl 


yf workmen in n U.S. 





Pittsburg, Times, daily. Wm. H. Seif, pres. 
Average for 1902, 59,571 (876). Average first six 
months 1903, 64,87 1. 


Scranton, Times, every evening. 
Lynett. Average for 1902, 19,917 ( 


Warren, Forenings Vannen, > oe 
Av. 1902, 1,541 (889). Circulates Pa:, N. Y. my 0. 


Washington, Reporter, porter, daily. John 1. stew- 
art, gen. mgr. Average for | for 1902, ae (889). 


West Chester, Local Ne ews. 
Hodgson. Average for se 18,080 890). 
York, Dispatch, daily. tch Publishing 
Co. Average for 1902, sor r ). Average for 
fovember, 1903, 8,878. 


RHODE ISLAND. 
Providence, pails 3 zournel, hog Y ( 
Sunday 18,281 q  #.. Bulletin 87,- 
581, average 1902. idence Fearne Co. » pubs. 


SOUTH CAROLINA. 


Anderson, People’s Advocate, weekly. G.P. 
Browne. Aver. 1902, no issue less than 1,700 (899). 


Columbia, State, daily. State Co., publishers. 
Average for 1902. 5.277 (901) Daily average for 
the first six months of 1903, 6,661 copies. 


SOUTH DAKOTA. 
Sioux Falla, i, Angas Leader. Tomlinson & Day, 
publishers. Actual daily average for 1902, 5,819 
(915). Sworn average for August, 1903, 9,487. 


TENN ESSER. 
Chattanooga, South Fruit Grower, mo. 
Actual average 1902. 11, ‘204 (920). Rate, 9 cents 
per line. Average for September, 1903, 15,156. 


Gallatin. Semi-weekly News. In 192 no issue 
less than 1,850 (923). First 6 mos. 1903, 1,425. 


Knoxville, Sentinel, Average 1902, 


daily. 
%,7O1 (925). Average October, 1903, 10,716. 
Memphis, Commercial Ap 


1, - . Sunday 
and week! Average, 1902, aily 2 06. Sun- 
day 84,910, weekly 74,818 (927). First # mos. 


1903, dy. 28,445, Sy. 87,218, wy. 76,928. 
Vacky site, ere aa ay, Av. for 1S yg A ending 


Feb., 1908, 1 safe aor. 
025. Oniy Washoe d ay eligi to Roll’ of Fine 


Nashville, Christian Adve Advocate, w’y. Bigham 
& Smith. Average for 1902, for 1902, 14,241 (929). 


Nashville, Progressive essive Teacher and Southw’n 
School Journal, mo. Av. for 1902, 8,40@ (930). 


TEXAS. 
Dallas, Retail Grocerand Butcher, mo. Julian 
Capers, publisher. Average for 1902, 1,000 (944). 
ww Denton Co. Record and Chronicle, 
W.C. Edwards. Av. for 1902, 2,744 (945). 


ns Paso, Herald, daily. Average for 1902, 
8.245 (96). J. P. Smart, Direc tive, 
150 Nassau St., New Fork: fo the 


Edw. J. 


WwW. a. 


) (ees), 





test issue of 

the American Newspa, rectory the circu- 
lations of the = aale pee of El Paso, epee, 
are rated. No dow 3 A fay eatpe the 
HERALD ratin ion Amey dye en Mm ap- 
rent that t. times” a Sraudulent.— 


NTERS’ INK, July 22, 1903 


La Chronicle, weekly. G. i" ‘ee le, 
publisher Average Cor 1902 for 1902, 1,229 (064 - 


Paris, Advocate, dy. W.N. 
no issue less than 1.150 (959) ; 
UTAn. 


Ogden, Standard. Wm. pe’. 
for 1902, daily 4,028, semi- Ray $,0B1 oO.” 


Furey, “i 1902 
May, 1903, 1,257. 


VERMONT. 
Baure, Times, daily. F. E. Langley. Aver. 1902, 
2,854 (974). First months (903 2,588. 
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VIRGINIA. 
wcefats Raped Snly: DARL ove 
WASHINGTON. 


egabene. Saturday 8; 4 oon Frank 
e. Average for'l , 5, 886 


Taco - Der News, dy. Av. 02, Eas 
= ns ee 4,01 = Saturday issue, 17,222, 


av. 1902, 20,9086) Sy., 
1903 ex. 


14 }53 are: 500 “ais he <” $00; wy, 8.500. 
; By 
8.0. Beckwith? Tep., op ER Bidg..N.¥.4 Onicago. 


WEST VIRGINIA. 
Parkersbu Sentinel, daily. R.G. Hornor, 
pub. Ave rage for 1902, 2,804 $04 ( Ti09). 


Prt’ News, d’y and § sy. New: 
vorage *or 1902, a’'y 8,026, 8 8,805 Paes 


WISCONSIN. 

Madison, Ameri weekly. Amerika Pub- 
lishing Co. Average for 1902, ¥.496 (1026). 
Milwaukee, Badger. mon monthly. Badger 
Co, Aver. for jeez cat wit March, 85, 888 (103); 
since October, 00. Rate, 300. 


Milwaukee, Teesing Win Wisconsin, onl 
Wisconsin Co. Av. for 1902, , for 192, 20,748 8) loss, 


Milwaukee, Journal, daily daily. soupnal So. aot 
Av. ors 1903, 29,425 (1029). Oct., 84,204. 


Oshkosh, Northwestern, dail Av. for 1902, 
5,902 (1036), First 4 mos — 270. 
Racine, Journal, daily. Journal Printing Co. 


verage siz months to July 4, 1903, 8.706. 
Raeine, Wisconsin Agriculturist, weekly. 
Average for 1902, 27.515 (1039), For year ended 
October 3/, 1903, 81,989. 


Co. | for 1902, 8,57 1 (1060), Aug.- 





Pe sn) ay by, hahaa 
BRITISH COLES. 


Vancouver, Province, daily. W. OC. Nichol 
publisher. Average for 1 1902, &, 987 (1051). 


Victoria, Colonist, daily. Colonist P. & P. Coe. 
Average for 1902, 8,574 (1051). 
MANITOBA. CAN. 


average for ssn, 8 Cae Chime 1908, ri 


Win 
erage 
(1054). 





rm ag te A 1 sai weg the AR: 674 
Daily, Ni sally 1044, wl 2 
NOVA SCOTIA, ‘ak. 
Halifax, Herald and Evening Mail. Average 
-, 1903, 10,546, 
ONTARIO, CAN. 
Toronte, Canadian Implement and Vebicle 
Trade, monthly. Average for 1902, 5,250 (1087), 
Toronto, Star, daily. Average for 1902, 14, 
1611 (1084). Sis mos. to October 1, 1903, 21,880. 
QUEBEC, CAN. 

Montreal, Herald, daily. Est. 1808. Av. for 
1902, 18,857 ( a“ Sia months, 1908, 22,492, 
Montreal, La . Treffie Berthiaume, 

lisher. et av 


70. 
Average to Sept. Ist, 1908, 75, ‘average a. Col - 


Montreal, Les Debats, wy. wy. 
Av. 1902,6,577%. This paper is now 
der the name of Le Combat Jou: 


Montreal. Star, dy. & wy. Graham ‘ 
for 02. dy, 55,079, wy. 121.415 (1093). 
end. May 3/, '03, dy. av. 55,147, wy. 122,157. 


> 


gag No Amount of Money 





ga can buy a place in this 





MF list for a paper 





WF not having the 





9G requisite qualification. 
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- Statement of Circulation of 


The actual number of complete and perfect copies of 
for one year, from November 1, 1902, t Oc 






































DATE Nov., 1902. | Dsc., 1902. | JAN., 1908. | Fes., 1903. [Marca, 1908 Apri, 1903. 
Daily. *Sunday.|/Daily. *Sunday.|Dally. *Sunday.|Daily. *Sunday.|Daily. *Sunday.|Daily. *$@uday.|D 
ake agg 61,660 61,240 60,860 *77,840 *79,650 60,820 
eo. *70,200 61,030 61,440 60,060 60,150 6100 
| paged 61,600 61,560 60,770 59,980 60,550 61,030 
eet 61,170 60,750 *75,600 59,720 60,420 61,650 
RES 61,240 61,210 61,110 60,360 60,950 *81, 
od ee 61,030 61,580 60,190 60,910 61,060 re 
eat ca 61,110 “74,800 61,240 60,800 61,100 60,870 
. ae 61, 61,500 60,960 *77,720 *80,850 61,160 
Tt coe *70,500 61,180 61,220 850 60,960 60,650 
eS 60,790 60, 61,030 61,010 60,550 
ag age 61,220 61,050 *74,740 60,720 60,550 
39-3 2.%. 61,280 61,150 61,180 60,010 60,470 *80,540 
Sk eele 60,970 61, 60, ,450 60,480 61,050 
ee 61,100 *87,120 350 , 150 60,900 61,110 
eas < 61,410 61, 61,210 *77,850 *78,850 60,660 
 , Pe 70,240 60,920 61,080 , 61,010 60,490 
te 61,140 61,050 61,020 60,450 60,850 
ener e 81.250 61,240 *75,110 61,080 60,170 60, 
pe 61,400 61,360 61,050 61,150 61,500 *80,220 
ny 60,980 60,870 61,230 61,010 60,940 61 
Rael 61,450 *78,160 60,980 61,050 61,010 
ce vas 60,850 60, 60,980 *78,100 *79.140 60, 
Ss Sap *70,250 61,120 60,720 61,110 61, 60,510 
ivanst-s , 61,210 60,350 60,790 61,170 60,960 
pe 61,560 60,900 *75,220 61,200 61,150 61,040 
NR 61,040 61,110 60,080 61,100 60,780 *81; 
tea , 850 61, 60,220 61,250 61,470 60, 
eee 60,970 *78,780 60,550 60,990 60,880 60,810 
ys ove 61,250 61, 60,580 *79.620 61,020 
ae “70,700 61,100 60,980 : 61,510 
Eee 61,120 60,770 61,050 
Tort 1,529,890 | 1,651,510 | 1,641,470 | 1,457,740 | 1,582,180 | 1,583,810) | 
*351,890 | *318,860 | *300,670| *311,510 | *398,110 | *323,800 
STATE OF CALIFORNIA, bss. 
CITY AND COUNTY OF SAN FRANCISCO, 


Personally appeared before W. T. Hess, a Notary Public in and for the City and County afore 
Manager of The San Francisco Call, a daily newspaper published in the City and County of San Fra 
year commencing November 1, 1902, and ending October 31, 1903, 19,093,888 complete copies of the 
issue, gives an average daily circulation of 61,002 copies. 

There were also printed and distributed of the Sunday edition 4,157,960 copies, an avemge Su 

Subscribed and sworn to before me this November 18, 1903, W. T. HESS, 

Notary Public in and for the City and County of San Francisco, State of California, Room tors, ( 


Write for Advertising Rates, JOHN D. SPRECK 





STEPHEN B. SMITH, 
Advertising Representative, 


go Tribune Bldg., New York. 
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of The San Francisco Call 


copies of this paper printed and distributed each issue 
02, th October 31, 1903, was as stated below : 

















RIL, 1903.) May, 1908. | Jone, 1908. | Juty, 1908. | Auva., 1908. | Szpr., 1903. | Ocr., 1903. 
ly. *S@inday.|Dally. *Sunday./Daily. *Sunday.|Dally. *Sunday.|Daily. *Sunday.|Dally. *Sunday./Dally. *Sunday. 
60,820 61,180 61,120 61,650 61,060 61,100 61,616 
61,270 61,620 61,220 *83,640 61,490 60,810 
61,030 *78.940 61,376 61,606 62,180 60,640 61,110 
61,650 61,050 61,220 61,450 61,550 60,350 *83,140 
"81.850 60 960 60,940 *82,650 60,920 59,735 61,390 
F 60,780 61,020 60,650 60,720 “82.065 60,915 
61,010 *81.070 60,150 61,880 61,180 61,420 
61,160 60,540 61,960 60,180 60,430 60,900 61,720 
60,650 60,105 62,110 59,410 *84,150 61,580 62,110 
60,550 *81,780 61,450 59,340 61,110 60,710 61,440 
60,330 60, 200 60,890 59,530 60,400 4 pes *84,120 
*80,540 60,720 60,710 *81,510 60,110 60,940 
61,050 61,010 60,420 59, 120 60,850 +89 2.060 61,125 
61,110 61,050 *82.610 59,440 60,930 60,895 
60,660 61,170 60.540 60,220 61,700 a, 710 61,330 
60,490 60,940 60,420 59,970 *84,120 60,220 60,870 
60,850 *81,600 61,040 60,120 61,506 60,480 61,710 , 
61,880 61,320 60 470 61,440 60,710 *83.810 
*80,290 60,970 61,480 *81.850 62,110 60.430 61,160 
61 61,430 61,940 60,220 62,650 "82,770 60,795 
60,750 *84,140 60,410 61,960 61,780 60,890 
60, 60,450 62,010 60,470 61,150 61,990 61,015 
60,510 61,150 62,150 60,780 *85.460 61,775 61,510 
60,900; *82, 2.500 61,470 = oon 62,480 61,810 60,950 
61,040 61,720 61,880 61,810 *84,150 
*81) e240 61,010 "83.740 61,550 61,720 61,150 
60, 60,470 61,740 61,080 61,500 *83,.880 60,950 
60,810 61,550 *83.640 61,550 61,250 61,690 61,390 
61,020 60,710 61,020 61,120 61,160 61,525 61,135 
61,510 60,840 61,090 61,380 *84,970 61,815 60,785 
*83,150 61,220 61,150 61,220 
583,810 | 1.583.385 | 1,593,780 | 1,634,486 | 1.595.626 | 1.587.660 | 1,652,351 
323,80 | *407.970 | *331,460 | *329.750 | *422,340| *330,775 | *335,220 























i County aforesaid, W. J. Martin, who, being sworn according to law, declares that he is the Business 
ity of San Francisco, State of California, and that there were printed and distributed during the 
copies of the daily edition of said newspaper, which number, divided by 313, the number of days of 


an average Sunday circulation of 79,960 copies. W. J. MARTIN. 


SS, 
ia, Room tors, Claus Spreckels Building. 





). SPRECKELS, Proprietor, San Francisco, Cal. C. GEORGE KROGNESS 
6 , 


Advertising Representative, 


Marquette Bldg., Chicago, Ill. 
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A JOURNAL FOR ADVERTISERS. 


Issued every Wotncetey. Subscription 
price, ne Ss Gomes 6 yous, in advance. Ten ae 





ADVERTISING RATES : 
Classified advertisements set in pearl, begin- 
ning with a two-line initial letter, Ay con 
no ae ee large pearl, 10 cents a line, 


& page. 

Displayed advertisements 20 cents a line, pearl 
Panny “ lines to the inch ($3); 200 lines to the 
ad ate specified position (if granted), 25 per cent 

Foe “Position (full page) on first or last cover, 


dou! 

r firs: advertisement on a 
gr eee pare (full pages) or for tbe central 
double pages = printed across the centre margin, 
wee per cent ad 

On time a y ‘the last copy is repeated 
when new ot fails to come to hand one week 
in pecenee. of day of publication. 

month, quarter or year may 

be discontinued atthe pleasure “ the advertiser, 
and space used paid for 

vertisement taken. Six 


averzaing appearing ag reading matter is in- 


ree. 
Advertisers to the amount of $10 are entitled 
to a free subscription for one year. 





Cuar.es J. Z1InGG, 
Business Manager and Managing Editor. 
OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears.50-52 Ludgate Hiil,E.C. 


NEW YORK, DEC. 30, 1903. 
DETAIL. 











“Have you astigmatism? Is 
your rent too ‘high? Are you list- 
less, unhappy, apprehensive of evil? 
Then LEARN ADWRITING!” 
These phrases caught my eye in a 
magazine yesterday. I have not 
quoted the words exactly, but that’s 
what they meant, in effect. If the 
reader’s salary were too small, his 
work uncongenial or he were dis- 
satisfied in any way, let him be- 
come an adwriter, and his troubles 
would cease. How many people 
are there who regard advertising 
in this light? A good many, one 
should say, considering popular in- 
terest in the craft. How many 
really know what advertising is— 
the duties of an advertising man— 
his work and the conditions under 
which he performs it? Just as 
many as have a practical experience 
in conducting an advertising cam- 
paign. No more. 

* * * 

The greater part of advertising 
is Detail. Popular fancy pictures 
the advertising man as a brother to 
the novelist, who sits down once 
a week and writes the ads that one 
sees in daily papers or magazines— 


i 
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a genius highly paid for twisting 
words to fit pretty pictures. But 
the actual writing of publicity is 
usually the least part, done often 
in odd moments. Detail consumes 
the days of the advertising man, 
and his success depends altogether 
on his ability to grasp and rule it. 
Is he the adman of a large depart- 
ment house? Then he is virtually 
attending to the publicity of fifty 
separate retail stores, with perhaps 
a single assistant to help him. 
Much of the writing is done by 
heads of departments, and the ad- 
man’s time is taken up with typo- 
graphical details, illustrations, bat- 
tling with printers. There are a 
dozen or more papers to keep track 
of, hundreds of church committees 
and scheme solicitors to be given 
a “No” that will leave as good a 
taste in the mouth as a “Yes,” mail- 
ing lists to keep track of, a thou- 
sand things to watch, each of which 
may cause trouble if negiected for 
a moment. The life of the book- 
keeper or stenographer who finds 
existence dull is to be envied when 
compared with that of a depart- 
ment store adman. He is the 
hardest worked member of the 
craft. 
* * * 

Is the lot of the adman easier 
in a retail store with but one line 
to handle? Only slightly, if at all. 
That single line is worked out in 
detail as every department in the 
big house ought to be worked out 
under ideal conditions. The adver- 
tising man must play on a single 
string here, and he must play loud- 
er to attract the public. Is he ad- 
vertising a general commodity in 
newspapers or magazines? There 
is the follow-up system ten times 
magnified. “Think of it! you can 
talk to half a million people at the 
same time in my medium,” says the 
publisher. But it is only the gen- 
eral advertising man in the midst of 
his stenographers who knows the 
detail that attends such a huge 
conversation. So it goes with mail 
order publicity, trade journals, the 
campaign to reach busy retailers 
with literature. From morning un- 
til far in.v the night, from year’s 
end to year’s end, it is a story of 
Detail! Detail! Detail! The secret 























of advertising success is to master 
this detail. The successful adman 
is he who can make it run in other 
hands, winning for himself time to 
think and plan. 

+ * * 

With the growth of public con- 
fidence in advertising it has become 
amazingly productive, so that the 
real problem is not so much to at- 
tract business as to take care of it. 
Some of the best advertising print- 
ed to-day is far ahead of its or- 
ganization for taking care of re- 
sults, and therefore there is prodi- 
gal waste. The better the adver- 
tising the more detail it produces. 
You will see in general mediums a 
new line of publicity appear for a 
season, attract attention and then 
drop out of sight. The general 
supposition is that it did not pay, 
and people wonder why. As a mat- 
ter of fact, the advertiser has got 
more business than he can attend 
to in the majority of such cases. 

* * * 

The right sort of advertising 
man is not one who writes the best 
copy, or places most wisely, or gets 
the best rates, but the man with a 
genius for organization and ad- 
ministration—business ability, in a 
word. There is as much humdrum 
work in advertising as in farming, 
but where the farmer can find men 
to plow a field without supervision, 
the advertising manager is hamper- 
ed by lack of skilled help. As pub- 
licity grows, and periodicals reach 
larger and larger circulations, the 
detail of an advertising campaign 
must increase. The ideal adman 
will be he who organizes a follow- 
up department capabie of taking 
care of as much business as can be 
secured through advertising. Others 
will write his copy, make his pic- 
tures, place his ads, attend to cor- 
respondence, while he sits in the 
midst of his system, the thinker 
and captain. These are the coming 
conditions in advertising. They are 
already here. The successful ad- 
vertising man of to-morrow must 
begin to-day to fit himself to meet 
them. 





THE beginner in advertising is 
prone to fall into the habit of ex- 
aggerating. 
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POLITENESS is a profitable form 
of advertising that doesn’t cost 
anything. 


THe Hon. William Jennings 
Bryan was granted an audience by 
the Tzar of all the Russians the 
other day. Br. Bryan knows the 


value of political advertising. 


AN interesting folder being sent 
out by the Matthews-Northrup 
Works, Buffalo, gives intimate 
sketches and portraits of the mov- 
ing spirits in that concern. 





THE George Ethridge Company, 33 
Union Square, New York, have writ- 
ten, illustrated and printed during the 
last thirty days for their customers 
over two million pieces of their Eth- 
ridge Mail Drummer System. 


Tue thirty-eighth class of the 
Peirce School, Philadelphia, was 
graduated at the American Acad- 
emy of Music, that city, December 
18. Secretary of the Treasury 
Leslie M. Shaw was the chief 
speaker. 





In a letter to the News, Dayton, 
Ohio, Wolstan Dixey says, “It 
seems absurd that any publication 
which is qualified for admission on 
PriNTERS INK Roll of Honor 
shouid let such a golden oppor- 
tunity go by.” 


SENATOR PENROSE, of Pennsyl- 
vania, has introduced into the 
United States Senate an amend- 
ment to the lottery statute which 
provides for the exclusion from 
the mails of matter advertising 
guessing contests. 





Mr. Epwarp L. Moore, formerly 
advertising manager of the Atlan- 
tic Refining Co., has recently ac- 
cepted, through "Hapgoods, of the 
Williamson Building, Cleveland, a 
responsible position with the H. B. 
Davies Advertising Agency. 

Succestions for Christmas gifts 
for every member of the family 
formed the central idea of a holi- 
day booklet issued by J. S. Edgar 
& Son, Windsor, Ont. While the 
printing indicated a hurried job, 
the general theme was carried out 
with taste and plenty of prices. 
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THE seventh annual Christmas din- 
ner was tendered to the newsboys of 
Philadelphia by the Evening Bulletin 
at noon, Friday, December 25, 1903. 





~ PrinTERs’ INK in its last issue sug- 
gested as a suitable name for a national 
advertising club, The National Feder- 
ation of American Advertisers. Mr. 
M. Lee Starke, after consultation with 
men interested in the subject, pro- 
yoses the following change: The In- 
ternational Federation of Advertisers, 
thus giving the organization wider 
scope. 


T. B. Russet, the London cort- 
respondent of Printers’ INK, has 
just published through John Lane, 
in England and the United States, 
a novel entitled “Borlase & Son.” 
The volume deals with London 
shop life, and is an arraignment of 
the “living-in” system that still ob- 
tains in England, where shop 
clerks live with their employers 
and are a sort of domestic servant. 
Mr. Russell has written a previous 
novel, “The Guardian of the Poor,” 
dealing with the same conditions. 





ANNOUNCEMENTS like the fol- 
lowing are frequently made by city 
officials, but usually through some 
antiquated medium, as handbills 
or written notices mailed only to 
representative citizens. This was 
a display ad on the first page of 
the Boston Traveler recently: 

FIRE NOTICE. 

Inasmuch as the efficiency of the 
Fire Department depends in a great 
degree on its receiving the first alarm 
as promptly as possible, all good citizens 
are hereby urged to make themselves 
acquainted with the location and work- 
ing of the Fire Alarm Box nearest their 
property. Henry S. RUSsEtL, 

Commissioner. 





A cueck for three dol- 
lars, dated as late as to- 
morrow, will buy one year- 
ly subscription to PRINT- 
ers’ Ink. A check for 
twenty dollars, dated as 
above, will buy ten yearly 
subscriptions. Write, 


daté and send the checks 
in time! 
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“Nevermore” 
is a calendar sent out with the com- 
pliments of Charles J. Billson, Tri- 


QuotH the Raven: 


bune Building, New York. It is 
one which all lovers of whiskey 
heartily enjoy. 


KRrANICH & BACH, the well-known 
piano manufacturers of New York, 
have written a letter stating that the 
plans, writing and illustrating prepar- 
ed by the George Ethridge Co., of 33 
Union Square, New York, produced 
results exceeding the firm's expecta- 
tions. The daily sales of their pianos 
were increased several hundred per 
cent over the sales prior to this pub- 
licity. This looks like successful ad- 
vertising. 


PRINTERS’ INK is my primer, dic- 
tionary and encyclopedia of adver- 
tising. I read it from cover to 
cover every week, and have almost 
since it started, and I owe much of 
whatever success I have attained 
to the inspiration and help which 
Printers’ INK has given me— 
Frank Presbrey, of the Frank 
Presbrey Co., General Advertising 





Agents, 3-7 West Twenty-ninth 
street, New York City, Dec. 18, 
1903. 

THE Gallatin, Tenn. Semi- 


Weekly News is the only country 
town paper in Tennessee which ap- 
pears in the Roll of Honor. Its 
2abie publisher, Mr. Ernest E. 
Chrisman, writes that he has al- 
ready found out that “it causes ad- 
vertisers with a fair quantity of 
good, sound horse sense to respect 
an Honor Roll Eligibility more 
than they do one that claims the 
earth as to circulation and proves 
nothing.” 





After spending $1,000,000 in ad- 
vertising the new Encyclopedia 
Britannica on the installment plan, 
the London Times has closed its 
offer and the book is now obtain- 
abie only of booksellers at twice 
the Times’s price. To thousands of 
persons who had obtained specimen 
pages, but neglected to order, were 
sent telegraphic reminders on the 
last day of the offer. The tele- 
graphic list comprised 130,000 
names and brought 50,000 orders 
the same day, according to the Sun 
correspondent. 











THE 1903 holiday number of the 
New York Clipper, price ten cents, 
is a treat. The Clipper has been 
published weekly without interrup- 
tion for over half. a century. 


THE Notre Dame, Ind. Ave 
Maria, a Catholic weekly, and a 
member of Printers’ INK’s Roll 
of Honor, submitted to an examina- 
tion by the Association of Ameri- 
can Advertisers. Mr. John A. 
Murray, advertising manager, 150 
Nassau street, New York, says that 
the circulation figures ot the pub- 
lication have been found in accord- 
ance with its statements. 


A NOVEL advertisement is a con- 
stant attraction in the window of 
the Underwood Typewriter Com- 
pany at 241 Broadway, consisting 
of a machine of the latest model 
posed upon a box. The machine 
is seen in the act of writing upon a 
visible roll of moving paper that 
flows out behind, falling to the 
floor like the tape from a stock re- 
porter. The front of the box upon 
which the machine is resting is 
open, showing only emptiness in- 
side. The type keys work just like 
piano keys subject to an automatic 
player, but the puzzle is where and 
how the copy is arranged for the 
machine, automatic or otherwise, 
to write from. 


Tue advertising rates of 
PRINTERS’ INK are printed un- 
der the headline on the first 
editorial page. Classified-ad- 
vertisements, set in pearl, be- 
ginning with a two-line initial 
letter, but containing no other 
type larger than pearl, cost ten 
cents a line, twenty dollars a 
page. Did it ever occur to 
those using classified space 
what a splendid chance they 
have to make a page, a half 
page or a quarter page splurge 
by leading and paragraphing 
copy, for twenty, ten or five 
dollars, respectively ? 

Space used in this way means 
a display of its own and a most 
effective one, 
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THE 1903 issue of the American 
Newspaper Directory lists thirteen 
publications devoted to the baker 
and confectionery trade. Among 
these, five are entitled to the Roll 
of Honor—that means five have the 
courage to reveal their actual cir- 
culation in a manner satisfactory 
to the requirements of the Roll of 
Honor. The Chicago Bakers’ 
Helper, published monthly, is on 
the Roll of Honor and is entitled 
to it by reason of stated circulation 
as well as by possessing the much 
coveted goldmarks (©@). The 
Christmas issue of the Confec- 
tioners’ and Bakers’ Gazette, pub- 
lished in New York City, looks 
prosperous and attractive, and if 
circulation figures were attached to 
its American Newspaper Directory 
rating in 1904 it would be a de- 
cided improvement. Thcre is yet 
time to fill out and send in a state- 
ment. 


“Tue Third Power” is a volume 
of 275 pages by J. A. Everitt, pub- 
lisher of Up-to-date Farming, In- 
dianapolis. In this book Mr. 
Everitt unfolds rather lengthily a 
plan for an international associa- 
tion of farmers to set prices on 
farm products, eliminating boards 
of trade and other speculative in- 
fluences which, he believes, are so 
wielded that prices are forced be- 
low the normal point justified by 
demand at the time of year when 
the farmer must sell, and then 
raised to the level of demand af- 
ter the crops have been “moved,” 
the speculator and broker reaping 
the profit of the farmer’s toil. Mr. 
Everitt proposes an organization 
that will fix prices arbitrarily, 
maintaining that 1,000,000 farmers 
can dictate prices by refusing to 
sell at the speculators’ prices. As 
an evidence of what may be done 
by farmers’ organizations he cites 
the Grange, Farmers’ Alliance and 
similar bodies, the most influential 
being, without doubt, those in the 
West that have established their 
own elevators and stores and vir- 
tually beaten grain dealers on their 
own ground through superior busi- 
ness management. The “Third 
Power” contains a plan, and a very 
interesting one, fully elaborated 
and defended, 
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Sullivan’s Sayings is a trenchant 
four-page business paper issued by 
Ralph Sullivan, advertising spe- 
cialist, Los Angeles, Cal., in his 
own interests. It tells what he has 
done, what he can do, what he pro- 
poses to do in the way of intel- 
ligent direction of publicity. As a 
means of making one’s personality 
felt and known in the community 
it ought to be effective. 


In making statements to the Am- 
erican Newspaper Directory some 
publishers not only set down the 
number of copies printed for each 
issue in round figures, but the num- 
ber of copies printed week after 
week through an entire year is the 
same. At first sight such a circula- 
tion statement looks suspicious, but 
in view of the publications that 
submit them there is little doubt as 
to its integrity. The publisher of 
a country weekly, for example, 
gives his average issue for an en- 
tire year at 1,100 copies, making no 
variation. It is fair to presume that 
this publication has half that many 
paying subscribers, or it may have 
as many as 900 names to which 
the paper is sent regularly. To 
raise himself above the JKL class 
so prevalent in the Directory (pa- 
pers supposed to print less than 
1,000 copies per issue) this pub- 
lisher prints 1,100 copies. Having 
produced these extra copies, and 
having the privilege to mail them 
free within his own county, it is 
not likely that he permits them to 
be wasted, so that they are vir- 
tually circulation in the advertiser’s 
definition of that word. The num- 
ber of statements of this class re- 
ceived by the Directory editor will 
not exceed a few dozens in a year, 
but inquiry is sometimes raised 
concerning the even figure ratings 
that appear here and there in the 
book. 

It is a curious condition when 
a paper can go through a whole 
year, or possibly several years, 
without ever having a demand for 
a hundred or two of extra copies, 
and advertisers are prone to smile 
and look cynical when they are 
asked to believe that such uniform 
editions exist anywherfe outside the 
brain of the publisher or his “cir- 
culation manager.” 








NOTICE 
GENERAL 
ADVERTISERS 
and PUBLISHERS 


NEWSPAPERDOM’S “ Win- 
ning Dailies’’ number was such a 
success that many publishers, whose 
newspapers were not represented in 
it, have prevailed upon us to issue 
a somewhat similar edition. We 
will, therefore, issue for use at the 
coming convention of the Associa- 
tion of American Advertisers an 
edition of great value to adver- 
tisers and publishers alike. Every 
General Advertiser in the United 
States, whose business is worth 
cultivating, will getacopy. Amon 
the subjects written by cal | 
authorities for this issue are these: 


‘*Why the General Advertiser Can 
Advertise Profitably in the News- 
paper.”’ 

‘*Why Newspaper Spacc is Profit- 
able Space. ats 4 

‘*What the Year 1904 will Bring to 
to the Newspapers. 

‘“*How Publishers and Advertisers 
Can Aid Each Other. 

“Why Advertiser om Publishers 
Cannot Agree on Positious.” 

‘‘The Special Representative’s Im- 
portance in the Foreign Advertis- 
ing Field.” 

‘‘How Newspapers Can Increase 
Their Capacity in Preferred and 
Full Positions, Even Though the 
Limit May Seem to Have Been 
Reached.” 

“ Where the Publisher's Duty Be- 
gins and Ends 

And other subjects of more than 
passing interest. 


While the edition is well under 
way, we can accept display adver- 
tising, providing notice is sent in 
immediately that space is desired. 


NEWSPAPERDOM 
PUBLISHING 
COMPANY 


150 NASSAU ST., NEW YORK 

















THE CASH AWARDS. 


In last week’s issue of PRINTERS 
Ink the results from the Roll of 
Honor Prize Competition were 
discussed at length. Twenty-one 
reasons were set forth which the 
competition has brought to the sur- 
face on the topic, why a publisher, 
entitled to a place on the roll, 
should list his paper therein. 

After a final examination of the 
twenty-one articles (out of a total 
of eighty-four) entitled to further 
consideration for the three cash 


’ 
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of the contest has been awarded the first 
prize of $100, and in accordance with 
the terms of the contest, I send you in- 
closed a check for that amount. 
Thanking you for your efforts in be- 
half of the Roll of Honor and also con- 
gratulating you upon your personal suc- 
cess in this contest, I remain, yours 
very truly, Cuartes J. ZINnGG, 
Managing Editor. 





Among the twenty-one articles 
from which the best three had to be 
selected there were a number of 
such excellent quality as to make 
the selection difficuit. And again, 
after the best three had been agreed 





M. Lze STARKE, 


prizes, the following awards were 
made: 
FIRST PRIZE, $100 CASH, 
to Mr. Leroy Fairman. 
SECOND PRIZE, $so CASH, 
to Mr. M. Lee Starke. 
THIRD PRIZE, $25 CASH, 
to Mr. W. H. Eastman. 
Checks for these amounts have 
been forwarded to the parties nam- 
ed, together with the following let- 
ter, addressed respectively : 


Mr. Leroy Fairman, Secretary The Geo. 
Ethridge Co., Union Square, New 
York City. 

Dear Sir—It is with pleasure that I 
notify you that your efforts in the Roll 
of Honor Prize Competition, which has 


extended over a period of twenty-one 
weeks, have been signally successful. 
Your article submitted in the first week 





Leroy FarrRMAN, 


W. H. Eastman. 


upon, almost the same difficulty 
seemed to arise for respective mer- 
it. The scales turned, however, in 
favor of Mr. Fairman for first 
and Mr. Starke for second place. 
Mr. Fairman’s article was sub- 
mitted in the first week of the con- 
test. All who had read and com- 
mented upon this essay pronounced 
it a good one and almost every sub- 
sequent contestant had more or less 
elaborated on Mr. Fairman’s initial 
labor. 

Mr. Fairman is the secretary of 
the Geo. Ethridge Co. Decker 
Building, New York City, and well 
known in advertising circles. Dur- 
ing the lifetime of Current Adver- 
tising, a Printers’ INK baby, he 
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wrote for that journal under the 
nom de plume of The Griddleman. 
The article of Mr. Fairman appear- 
ed in the Utica, N. Y., Daily Press, 
July 14, 1903. 

The article of Mr. Starke, who 
won the second prize, was sub- 
mitted by him in the fourth week 
ot the contest and it originally ap- 
peared in the Washington, D. C., 
Evening Star of August 1, 1903. 
Mr. Starke is one of the most con- 
spicuous special representatives of 
newspapers. He is the manager 
general of foreign advertising of 
the Montreal Star, the Minneapo- 
lis Journal, the Washingion, D. C., 
Evening Star, the Baltimore 
News, the Indianapolis News and 
the Newark, N. J., News. His 
offices are in the Tribune Building, 
New York and Chicago. 

The article of Mr. W. H. East- 
man, of East Sumner, Me:, who 
won the third prize, appeared in the 
Phillips, Me. Maine Woods of 
Nov. 27, 1903, a live and enterpris- 
ing weekly devoted to the fish and 
game region of Northern Maine. 
Mr. Eastman is an old-timer in 
the advertising business and one of 
the closest students of the Little 
Schoolmaster. He has won recog- 
nitions and prizes in former com- 
petitions of Printers’ INK. The 
three prize-winning essays as they 
originally appeared in the Utica, 
N. Y., Daily Press, the Washing- 
ton, D. C., Star and Phillips, Me., 
Maine Woods are reprinted here. 
Each paper is a member of the Roll 
of Honor. 

AT THE HEAD OF THE CLASS. 


ELITE LIST OF NOTABLE NEWSPAPERS. 
By Leroy Fairman. 


Under the caption “A Roll of Hon- 
or,” Printers’ Ink, the Little School- 
master in the Art of Advertising, is 
publishing a number of classified ad- 
vertisements giving the circulation and 
claims to superiority as advertising 
media of newspapers and other period- 
icals entitled to enrollment. 

The rate charged for this advertising 
is nominal, but advertisements of no 
papers are admitted except those which, 
according to the 1903 issue of the Amer- 
ican Newspaper Directory, have sub- 
mitted to the editor of that directory a 
detailed circulation statement prepared, 
signed and dated in accordance with the 
a of the directory. , No other news- 
paper or periodical can be represented 
with the exception of the few to which 
have been accorded the so-called “gold 


AN 
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marks” showing superior quality of cir- 
culation. Advertisers in the Roll of 
Honor have the privilege of changing 
copy as desired and of giving quarterly 
or monthly increases in circulation. 

It might seem to the inexperienced 
that these provisions are extremely com- 
prehensive, and would admit the appear- 
ance in the Roll of Honor of a very 
large number of periodicals. Such is 
far from being the case, for the reason 
that but a small percentage of newspa- 
pers cares to make the straightforward 
and unqualified statement demanded by 
the American Newspaper Directory, 
rather preferring to ofter vague and 
general statements of circulation which 
mean nothing in particular. 

The writer is firmly of the opinion 
that the value of newspaper space is 
based upon circulation, that it should 
be sold as a commodity according to 
actual amount of circulation, and that 
information as to quantity of circula- 
tion should be at the disposal of the ad- 
vertiser just as is the weight or meas- 
ure of the cheese and calico he buys. 
Believing this, he is further convinced 
that no newspaper that honestly wishes 
to show the advertising public what it 
gives for the rate exacted can afford 
not to make the required statement to 
the American Newspaper Directory, or, 
having made it, can afford to neglect 
the opportunity of appearing regularly 
in the Printers’ INK Roll of Honor, 

These conclusions do not rest upon a 
theoretical basis, but upon facts and 
observations. 

Net long ago a publisher told this 
writer that he believed that it was the 
honest and earnest intention of the 
American Newspaper Directory to se- 
cure and print exact facts as to circu- 
lation where obtainable and to come as 
close as possible to facts in all cases 
where information was withheld. This 
publisher ought to know, as he has al- 
ways refused to make a statement to the 
American Newspaper Directory, and 
is, therefore, given in that directory a 
circulation which is about one-tenth that 
which he claims and that which is freely 
accorded by other directories. This 
shows what even those publishers whose 
extravagant circulation claims get mer- 
cilessly knifed by the American News- 
paper Directory honestly think about it. 

For a period of a good many years 
the writer has been in the advertising 
business and has come into close and in- 
timate contact with leading American 
advertisers in every line of business. 
From this knowledge and experience he 
knows beyond the possibility of a doubt 
that American advertisers as a whole 
depend upon the American Newspaper 
Directory for facts as to circulation and 
accept without question or suspicion the 
ratings which appear in it. This shows 
what the general advertisers of the 
country think of this directory. 

Personally the writer has for the past 
six or seven years been obliged to refer 
constantly—sometimes many times a 
day—to a newspaper directory for circu- 
lation ratings and other information. 
During that period he has never had any 
directory except the American Newspa- 
per Directory on his desk, and has 











never referred to any other directory 
except just for the amusement of the 
thing. This shows what a practical ad- 
vertising man thinks of the American 
Newspaper Directory. 

These being the facts—and they are 
the facts—it seems to be beyond pos- 
sible argument that no newspaper that 
really “delivers the goods” and gives 
advertisers a fair equivalent for their 
money can do itself justice by refusing 
a circulation statement to the American 


Newspaper Directory, or failing to avail 
itself of the privileges of Printers’ 
Ink’s Roll of Honor every week in the 
year. 


The above is wholly from the point 
of publishers and general advertisers. 

Here is something else of still more 
importance to be considered. 

In every city and town of the country 
every local advertiser who means busi- 
ness and buys space with any sort of 
liberality is a regular reader and a 
friend and admirer of Printers’ INK. 
He regards Printers’ Ink as the first 
and last word in advertising. He de- 
pends upon Printers’ Inx for his adver- 
tising education and information, and 
what he sees in it “goes” with him. 
The Roll of Honor naturally attracts 
his attention, and the first thing that 
occurs to him is a desire to know 
whether or not any paper in his city is 
represented in this Roll. When he 
finds that a certain paper is so-~repre- 
sented he cannot but have a comfortable 
feeling in regard to the perfect honesty 
of its circulation claims and a further 
and strong belief that to advertise in a 
paper so honored is to place his appro- 
priation where it will surely do the most 


This is the way the situation appears 
from the standpoint of the publisher, 
the gencral advertiser, the professional 
advertising man and the local merchant 
—and from every standpoint the con- 
clusion cannot but be the same. : 

There can be no other manner in 
which for anything like so small a sum 
of money a newspaper can present its 
claims to preference as an advertising 
medium to so many advertisers so 
strongly, strikingly and convincingly as 
by securing and maintaining representa- 
tion on this Roll of Honor. 


ON HONOR. 
By M. Lee Starke. 


Printers’ Ink, the champion of, hon- 
or between advertiser and publisher, 
has instituted another good movement, 
in many respects the best yet. It pub- 
lishes each week a “Roll of Honor, 
where any publisher, who is willing to 
“tell the truth, the whole truth and 
nothing but the truth,” about the cir- 
culation of his paper, and who has sub- 
mitted a detailed statement of circula- 
tion, duly signed and dated, to the Am- 
erican Newspaper Directory, may have 
his publication enrolled and his circula- 
tion figures placed before the leading 
advertisers of the country every week, 
and at a low cost, considering the ser- 
vice rendered. 

* * >. * 
It is positively refreshing, the 


in 


midst of such a wilderness of circula- 
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tion liars, to see so many papers come 
out, uncover and state actual circula- 
tion. Any publisher may well consi 
it an honor to receive an invitation to 
join with honest publishers and have 
their publications listed on the Roll of 

oner.”’ Personally, I think the adver- 
tisers of America owe the man who con 
ceived this idea a debt of lasting grati- 
tude. The only change that I would 
suggest is that instead of “A,” it be 
called “The Roll of Honor.” 

* * * 


* 

Quite a number of advertisers, whom 
I have called upon lately, referred to 
the Roll of Honor to see if the pa- 
pers I represent were among the honest 
ones, which leads me to believe that the 
Roll of Honor will very shortly be- 
come the handiest, most reliable and 
most useful reference list for the aver- 
age advertiser. I am proud to say that 
the six papers of which I am manager 
of the general advertising departments, 
the Washington Star, the Baltimore 
News, the piienapatie News, Newark 
News. the Montreal Star and the Min- 
ge] Journal, are all eligible to the 
Roll of Honor. In fact, I would not 
represent a paper, under any circum- 
stances, that refused to render a de- 
tailed statement of its circulation when 
the bill for advertising was rendered. 
The advertiser has the right to expect 
this just as much as he has the right to 
expect an itemized bill from a merchant 
for gouds purchased. 

* * i o 

“Every dog has his day,” and the day 
of the circulation liar is Rassing. I say 
many thanks to Geo. P. Rowell, to the 
editors of the American Newspaper Di- 
rectory and to Printers’ Inx, who have 
done more to force these liars to uncov+ 
er than all other reformers or publica- 
tions combined. May they live to see 
all honest publishers represented on the 
Roll of Honor and in the American 
Newspaper Directory, and all the dis- 
honest ones out of business. 

During a recent conference I had with 
one of the leading publishers uf Am- 
erica, he frankly admitted that there 
was a time when he felt he could not 
afford to tell the truth about his circu- 
lation, but that at the present time, 
from a purely business standpoint, he 
could not afford to lie about it. His pa- 
per _is now on Printers’ Inx’s Roll 
of Honor. When in doubt as to a 
newspaper circulation I invariably re- 
fer to the Roll of Honor or to the 
American Newspaper Directory. If it 
is not given there in detail I get sus- 
picious—there is usually something 
wrong. 

> * * 

The advertiser has no right, in justice 
to his business, to purchase space in a 
publication that refuses to make a state- 
ment as to the number of copies printed 
and delivered to subscribers. You may 
put it down as an exact certainty that 
whenever a publisher refuses to comply 
with the requirements which would en- 
title his publication to a place on the 
Roll of Honor “there is something 
rotten in Denmark.” Brother publish- 
er, come out of the wilderness of circu- 
lation liars, uncover your secrets and 
state your actual circulation. Get on 
the Roll of Honor. Get in the lime 
light of Printers’ Inx publicity and 
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you will gain confidence of advertis- 
ers and increase your business. 


If your paper is on Printers’ INK 
Roll of onor you will be among 
honest publishers, who are manly 


cmon to state their actual circulation, 
whether it be roo or 100,000, and it al- 
ways = to be in good company. The 
a= er that won’t uncover certainly 
as something to conceal. What is it? 
Smaller circulation than he tries to 
make you believe his paper has. Don’t 
let him deceive you any longer. Insist 
on an itemized statement for goods de- 
livered. 


ABOUT NEWSPAPER CIRCULA- 
TIONS. 


A newspaper's circulation is of prime 
importance in eStablishing its worth as 
an advertising medium. Whatever other 
elements are taken into consideration, 
the pertinent—‘‘How many copies?’’ is 
invariably the first question the adver- 
tiser asks the solicitor. Briefly stated: 
Other conditions being equal, the value 
of advertising space is directly propor- 
tioned to circulation. So fully is this 
principle recognized that no advertising 
agency would to-day presume to issue a 
list of periodicals for which advertising 
patronage is sought without giving to 
each a circulation rating. 

Roll back the curtain of the past but 
a single generation, and it will be seen 
that altogether different conditions pre- 
vailed. Advertising was regarded more 
as a catch-penny scheme than as a direct 
business proposition or essential element 
in business methods, and the usual meas- 
ure of value a publisher placed on his 
space was what he could get. Contrast 
with this the improved conditions of to- 
day, and two rules may be laid down as 
of paramount importance to the adver- 
tising world, appealing alike to the care- 
ful advertiser and the honest publisher. 

1. The circulation of every paper seek- 
ing advertising patronage should be de- 
finitely and correctly stated. 

2. An newspaper ratings should con- 
form to the same standard. 

Honor is due Mr. Geo. P. Rowell, the 
veteran advertising agent, for his un- 
tiring efforts to bring about this consum- 
mation so devoutly to be wished. In the 
early numbers of his American News- 
paper Directory he gave to each periodi- 
cal a circulation rating based on the best 
data at the time available. Realizing 
that his first ratings were imperfect, and 
gaining wisdom by experience, new rules 
were made in the interest of more exact 
circulation statements. He soon learned 
that many publishers dreaded nothing 
more than the truth, but believing with 
Solomon that a false balance is an abe 
omination, hut a just weight a delight, 
he was quick to develop such a plan for 
circulation reports as would (if followed) 
insure accuracy, with fairness to all and 
favor to none. This plan is so simple 
that™ nothing is easier than for every 
publisher who so desires to have his cir- 
culation given with absolute exactness, 
and at the same time so inflexible as to 
give no chance to the dishonest pub- 
lisher to secure Rowell’s endorsement of 
a false rating. : 

His plan appealed to advertisers from 
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the first, who have ever regarded the 
American Newspaper Directory as the 
one only authority on newspaper circu- 
lations. Naturally he has been opposed 
by the circulation liar who deliberately 
falsifies his returns, the circulation jug- 
gler who tries to twist falsehood into 
the semblance of truth, and the circula- 
tion dodger who, while pretending to 
make a statement, really says euthing 
But that it has had the endorsement of 
honest publishers is abundantly attested 
by the constantly increasing number who 
yearly avail themselves of the privilege 
of a rating in Arabic figures of their 
actual average for a full year. 

In Printers’ Ink also, the Little 
Schoolmaster in the Art of Advertising, 
Mr. Rowell has for the past fifteen years 
fought for newspaper righteousness. Last 
spring he conceived the happy idea of a 
special department to be known as “ 
Roll of Honor.” In it any publisher 
who has made a regulation report for the 
last issue of the Directory may tell his 
circulation in a two-line item at a cost 
of but $20.80 per year to practically all 
the general advertisers in America. 

It may interest our readers, especially 
our advertisers, to know some of the 
reasons why Maine woods was so quick 
to avail itself of the privilege of rep- 
resentation in the Roll of Honor. First 
of all, we are in it because we consider 
that it is an honor to be accorded the 
distinction of eligibility. “No amount 
of money can buy a place in the list for 
a paper not having the necessary quali- 
fications.”” Maine Woods is more than 
willing that its exact circulation shall be 
known to all who are interested. It is 
the advertiser’s right to know what he 
is buying, and the number of papers 
printed is as vital a point as the number 
of lines occupied. Located as we are at 
the gateway to the great game-abounding 
forests of Maine—truly the hunter’s 
paradise—in a town of less than 1,500 
Pos agp > me, Maine Woods feels a justifi- 
able pride in maintaining an average cir- 
culation of 5,416 copies for 1902, and 
has no inclination or desire to claim 
larger figures until we are entitled to 
them. 

We are in the Roll of Honor, more- 
over, because we appreciate such good 
company as this gilt-edged list of papers 
of known circulation, whose publishers 
are not afraid to have their circulation 
figure viewed in the light of the truth, 
the whole truth and nothing but the 
truth. 

Are we desirous of endorsement for 
our circulation claims? It is secured by 
position in the Roll of Honor. Rowell’s 
stamp of circulation quantity, expressed 
in Arabic figures, is acknowledged among 
advertisers as the universal criterion, as 
is also his stamp of circulation quality, 
the so-called gold marks. Without one 
or the other of these qualifications, no 
paper can be admitted to the Roll of 

onor. 

In brief, we are in the Roll of Honor 
because we believe the entrance fee @ 
profitable investment. Nowhere else 
could we for the amount expended se- 
cure such publicity among the class we@ 
wish to reach. The information is not 
buried—as in the Directory—in hundreds 
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of pages of newspaper statistics where 
it has to be sought out, but is prominent- 
ly and concisely displayed in a few col- 
umns of geographically classified infor- 
mation of like cnaracter, where—fifty- 
two times a year—it appeals directly to 
the eye of American advertisers. 

It may not be amiss to suggest to other 
publishers who are entitled to admit- 
tance the desirability of enrollment in 
the Roll of Honor. You have space to 
sell, and recommend it to advertisers who 
wish to reach the general public. Let 
your example accord with your pre- 
cepts by yourself taking space in the 
journal that reaches advertisers. 





From the opening of the contest 
on July 29 to its close on Decem- 
ber 16, 1903, in ail eighty-four ar- 
ticles had been submitted and all of 
them were written by men in some 
way connected with the advertising 
and publishing trade. Special rep- 
resentatives, advertising managers, 
editors and reporters took part in 
the contest, which must be pro- 
nounced a most successful one. The 
subject was not very easy to handle 
and the quality of most of the ef- 
forts submitted was gratifying. The 
most essential features of the Roll 
of Honor are: 

(1) Being based on the ratings 
of the American Newspaper Di- 
rectory, the high character of which 
is conceded by advertisers and pub- 
lishers, this department is veri- 
tably a Roll of Honor, based upon 
truth and fact. 

(2) By reason of its standing 
and circulation among all classes of 
advertisers everywhere PRINTERS’ 
INK is the one journal that can 
give such a department the integ- 
rity which makes it valuable to ad- 
vertisers and the publicity which 
will produce results for publishers 
appearing therein. 

(3) A rating in the Roll of 
Honor practically fixes the circula- 
tion of a paper beyond dispute. The 
establishment of such a method, 
capable of being kept all the time 
up-to-date, marks an era almost as 
important in scientific advertising 
as was the establishment, in 1860, 
of the American Newspaper Direc- 
tory, that standard work which is 
just now undergoing its thirty- 
sixth annual revision. 

(4) The Roll of Honor is the 
only organized weekly service in 
existence anywhere through which 
the honest and progressive publish- 
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er, entitled to membership, can 
bring before the advertisers of the 
United States his increase of cir- 
culation for a week, a month, or a 
quarter just past. It is a satisfac- 
tory guarantee of the publisher’s 
truthfulness and good faith. In 
reports of this kind every promi- 
nent advertiser is vitally interested. 
The Roll of Honor is a unique and 
choice service for choice mediums. 
It’s the only authoritative source 
of such information to be had at 
any price; but the expense of it is 
mereiy nominal. Two lines for 52 
insertions cost $20.80, and this sum 
may be cut down to $18.72 for a 
whole year if check is sent with 
the yearly order. An additional 
line is generally necessary to make 
the Roll of Honor copy as com- 
plete as it should be and bring the 
information up to date and keep it 
there by weekly changes to keep 
pace with the facts. The cost for 
the additional line is twenty cents 
per week. 

Advertisers everywhere are clam- 
oring for such a system of infor- 
mation as the Roll of Honor has 
established and publishers have 
ever desired to find a way by which 
they could make reports to date and 
place them quickly and frequently 
before the eyes of all interested 
parties. The publisher who real- 
izes the value to him of this feature 
of the Roll of Honor, if his is a 
growing paper, cannot help making 
an effort to be listed in this de- 
partment in 1904. 

In this connection it is deemed 
of value to again remind publishers 
of the following: 


ROLL OF HONOR NOTICE. 
Publishers heretofore barred 
from entry into the Roll of Honor 
because they had not the requisite 
qualification—that is, because they 
did not piace on file a detailed, 
signed and dated statement strictly 
conforming to the rules of the 
American Newspaper Directory— 
have now an opportunity to be ad- 
mitted to that department if they 
do the four things here specified : 
1.—Set down separately the number 
of complete and perfect copies printed 
of each issue during the twelve months 
preceding the date of statement. 
2.—Divide the sum of the several is- 
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sues by the number of separate issues, 
thus ascertaining the average issue. 
3.-—-The statement should be dated. 
4.—The statement should be signed by 
some person whose authority to give the 
information is either evident or stated. 


If statements of the character 
specified.are sent to the editor of 
Printers’ INK, he will edit the 
copy for the Roll of Honor and 
turn the statement over to the edi- 
tor of the American Newspaper 
Directory for use in the 1904 edi- 
tion of the Directory now undergo- 
ing the thirty-sixth annual revision. 

After a publisher has secured ad- 
mittance in the Roll of Honor, 
weekly, monthly, or quarterly cor- 
rections of his circulation figures 
are always made free of charge, 
provided, however, the publisher 
sends a statement in detail, proper- 
ly signed and dated, covering the 
additiona: period, in other words, 
made in accordance with the rules 
of the American Newspaper Di- 
rectory. It would not seem that 
any publisher will omit to avail 
himself of the privilege who is en- 
titled to have the name of his pa- 
per listed in the Roil of Honor, and 
who realizes that for the exceeding- 
ly small cost of $20.80 he can place 
his unquestionably correct circula- 
tion statement fifty-two separate 
times before all American Adver- 
tisers and all persons interested in 
American Advertising. 

CuHar.es J. ZINGG, 
Managing Editor. 
—_—+o9——__—_——. 

Printers’ ink and painter’s brush 
make millions think and hundreds 
blush. 


Prosperity has increased the de- 
mand for human skeletons to such 
an extent that the following want 
ad recently appeared in the Chi- 
cago News: 

BODIES WANTED — FOR COM- 
mercial and scientific purposes. Any 
one wishing to dispose of their re- 
mains after death and having no ob- 
jection to the skeletons being sold, 
please address M 12, Daily News. 

This was inserted by John H. 
Drake, 299 Ogden avenue, that 
city, who makes a business of pre- 

aring human skulls and skeletons 
or physicians and students. Hu- 





man bodies bring five dollars each 
and skeletons sell for twenty-five 
dollars. 








PRINTERS’ INK. 
FIFTY-THIRD WEEK. 


In response to the weekly ad contest, 
now in its fifty-third week, twenty-seven 
advertisements were received in time for 
report in this issue of Printers’ Inx. 
The one reproduced below was deemed 
best of all submitted. It was sent in by 
John Henry Miller, Druggist, Lancaster, 
Pa., and it appeared in Good Housekeep- 
ing for December, 1903. A coupon was 
mailed to Mr. Miller, as provided in the 
conditions which govern this contest, 
viz.: Any reader may send an ad which 
he or she notices in any periodical for 
entry. Reasonable care should be exer- 
cised to send what seem to be good ad- 
vertisements. Each week one ad will be 


GH#E Columbia Safety 


. _ is ~ of supe- 
ity—damp-proof 
aod absolute! ote. 
The best match for use in 
the home. t ignites only 
on the box—always lights 
—and when the flame 
goes out no: live spark 
remains to do mischief. 
The heads do not glow 
or drop off. 
Ask your dealer for 
COLUMBIA SAFETY 
MATCHES. 
| Théy cost no more than 
} the ordinary so-called 
safety matches and 
are sure togive satis- 
faction. 





chosen which is thought to be superior to 
every other submitted in the same week. 
The ad so selected will be reproduced in 
Printers’ Ink, if possible, and the name 
of the sender, together with the name 
and date of the paper in which it had 
insertion, will also be stated. A coupon, 
good for a year’s subscription to Prrnt- 
ERS’ INK, will be sent to the person who 
sends the best ad each week. Advertise- 
ments coming within the sense of this 
contest should preferably be announce- 
ments of some retail business, including 
bank ads, real estate ads, druggists’ ads, 
etc. Patent medicine ads are barred. 
The sender must give his own name and 
the name and date of the paper in which 
the ad had insertion. 
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Largest Circulations. 


AN EXAMINATION OF ROWETLL’S AMER- 
ICAN NEWSPAPER DIRECTORY FOR 1908 
REVEALS THE FACTS STATED BELOW. 

NORTH CAROLINA. é 
The Len tee Hone bee ingress in the 
average ¢c on rating, in res, in ie 
issue of the American Rew wspa Directory of 
any daily in ——— Carolina. 


Advertising Agencies. 


There are hundreds of advertising agencies in 
this country. All pa some valuable and 
necessary Seveiee te’ clients. And th 
might perform ouch ser eee to many other a 
vertisers A the fact were opts ety ht to 
the latter’s attention in t l of the Littie 
Schoolmaster. 
iy med desires to start a classified di- 
rectory, listing as mony recognized agencies as 
mayen the wisdom of having a card in the repre- 
sentative advertising ‘ourna: os the United States. 
advertisements 


Such per 
aresei in pearl, Count six wordie to the line. 
CALIFORNIA. 
Oni Place. advert CO., Los Angeles, Califor- 
Place ad ees rtising onrape 4 
new e je papers, outdoor. ect- 
we 4 na Good copy. Pint formation about 
rae ——— ae 
CALIFORNIA—PACIFIC COAST. 
BARNHART AND SWASEY, 107 New Mont- 
gomery St. cisco agency west 
of Chicago; joceupy 10,000 i 1. ft; advertising 60 cam 
manage all or any part of an adve 
See a ener adview 
d for newspapers, b: is, wall tng 
street cars,distributing, etc. So ren goods with 
wholesalers and retailers. Knowing Ccast condi- 
tions, we can place your adve! advertis’g without waste. 
ILLINOIS. 
ANNING ADVERTISING COMPANY — late of- 


fice. mette Bdg., icago: Eastern office, 
Temple Co New Vob-coet advertising ac- 
counts from t 


jose who do not misrepresent their 

articles of ey -F who do not ask the 

Banning ean A to do so; who make articics 

= s ‘ich there is no crystall: moral sen- 

ment; who have ample capital to do as they 

agree to do, and _ value service according to 
its earning power. 

MARYLAND. 
ILBOURNE ADVERTISING AGENCY, Balti- 








i more. E . 1876. Newspaper, magazine, 
eS. advertising written. "pinaned, a 


Don’tspend $1 in Md. before getting our 
NEW JERSEY. 
AIL-ORDER ADVERTISING A SPECIALTY. 
STANLEY DAY, Newmarket, N. J. 
NEW YORK. 
pusces 2! ADVERTISING BUREA 
ACES YOUR ADVERTISt NG 


BST PLACES. 
Established 30 years. 203 Broadway, New York. 
ORTH AMERICAN ADVERTISING CO.—Or- 
ganized #3 esvreers to gives edvertisere a 
vhoe pres. ware des : ; Sextes Coe: 
es Gi a sec, : r Cater. 
A William St., New gs 


PENNSYLVANIA. 


yor. what we Save done in the not what 
e may do in the future, but what we can 
do tor you ght now 


May we tell you! 
bi | H. 1 IRELAND ADVERTISING AGENCY, 
Chestnut Bt (Estab. 1890.) Philadelphia. 
ween. 
LEXANDER #0 Oo. 
Kstablished 


papers for sale. Spot 


Advertising 
owe Y also have established 
e, Wash. 


Postace is a big item in the mail 
order man’s expense account. Always 
mail your full weight. You neglect a 
privilege you have paid for if you do 
not. 
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CLEANING TYPE. 
Bratnerp, Minn., Dec. 14, 1903 
Editor of Printers’ Ink: 

I have noticed something of inquiry 
in your columns for a substitute for 
benzine for cleaning type. For severa: 
months I have been using a compound 
that I have found far superior to ben- 
zine. It is known as “Doxine”’ and 
manufactured by the Doxo Manufactur- 
ing Company of Clinton, Iowa. I have 
cleaned type with benzine and then 
gone over it with Doxine only to get 
off so much more dirt as to make it seem 
almost doubtful that benzine had been 
used. For cleaning rollers it is the best 
compound extant, leaving them almost 
as soft and pliable as when new. There 
are no chemicals in it and I have not 
been able to discover that either type or 
rollers are injured in the slightest by 
its use. I cannot say as to its cost as 
compared with benzine, but cannot be- 
lieve it is any greuter. I would suggest 
a trial of it by those of your readers 
who are looking for a substitute. 

Very truly, Ww. ‘Ox, 

* Editor Arena. 





oe 
THE EVENING PAPER IS “IT.” 
New York, Dec. 20, 1903. 
Editor of Printers’ InK: 

The transference of dry goods adver- 
tising of late to evening papers, from a 
woman’s point of view, shows common 
sense. Generally speaking, a woman has 
a few hours of leisure in the evening and 
likes to read of bargains to be found at 
well known stores the next morning. 
She makes her plans accordingly, and is 
off on her shopping tour bright and early. 
Whereas, if the advertisement is in the 
morning paper, even if she reads it at 
the breakfast hour, the sale is half over 
before she can put in an appearance— 
especially if she 1s a suburbanite. So the 
evening advertiser is the early bird and 
catcheth the female customer. 

This communication is from 
“One Wuo Knows How tr ts HERSELF.” 


Classified Advertisements. 


Advertisements under this head two lines or more 
without di y, 70 centsaline. Must be 
han in one week in advance. 


WANTS. 
More than 225,000 copies of the morning edi- 


tion of the World are sold in Greater New 
York every day. Beats any two other papers. 


fen list of national advertisers who 

e been successful by using neve: 

exclusively. Willing to pay a fair price. hy 
Printers’ Ink. 





‘or Mail Trade, 


Toit a AT ereclatt ities f Re freulars 
'o : an ies for 63, 
and wholesale jenle. prices. THE NCESS CO. 


South Bend, Ind. 


ANTED—A list Of national advertisers who 
lusively. “Willing to. pay’ fair prise. “< 
exclusive ° a fair : 
¥.,” Printers — us 


XPERT circulation man man wishing to make a 
ch , Solicits cor: mdence with con- 
cern desi a manager of ability. “EXPERT,” 

care of Printers’ Ink. 


DVERTISING SOLICITORS wanted. x 
bright, business getters. Good com: 

Old_reliable dru gage: Address RETAIL 

DRUGGIST, Detro t, Mich. 
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ANTED—25-pound font 
W BIEL, Box 9%1, Denver, Denver, 


pera NEWSPAPER} oa BKEORAEGB, 

Seea acetate for booed ss 
ers in all de or et. 
Main St., Springfield, Mass. — 


bt SALSA, Gor pdesireochange. Pe 
n retail stove de ents, desires c 

Have proven agg +7 sell stoves a | | meee 

by adv: care Printers’ I 


wn Aue ‘by a practical adv sell ertiinge inner 


tion M poo es peplicalign. “sidties "SUC. 
CESs,” 35 Warren 8t.. t.. Room 32, N . ¥. City. 


A DvEutmine man of ability and business 
experience desires position Jan. Ist, with 
chance of Cy salary no object. B. R. 


int agate. C. E. 


HARRIS, 1301 Madison lison St., Lynchburg, Va. 
GC OMPETENT designer, wh who has handled the 
art work in many large mail-order cata- 


logues, would like to CommmuEnCnte with any con- 
cern contemplating the issue of a catalogue. 
Address Box 672, P inters’ Ink. 


T= attention of ambitious advertisement 

writers is directed to the offer in this is«ue, 
under heading “Advertisement Constructors,” 
wherein five ee 4 sixty dollars is offered 
for the preparation of six advertisements. 


XEERIENCED mvt rman, about to visit 
ng! wou ea live trade paper to 
solicit some businessfor. Write 
. ABRAMS, 
222 W. "222 W, 128th St., New York. 


W 7 ANTED. first-class pharmaceutical house, 
an experienced and energetic advertising 
qualified in follow-up, to 


m resul 
required. Ad © a “A. A.,” care of Printers’ Ink. 


XPERIENCED, energetic, enterprising edi- 
E tor, familiar with every detail of the news- 
, is open, for propo- 
sition from old- payin Republican 
journal. ar proprietor m woul eto retire or 

the act Eg» SF ent 4 other hands. 
E- —3_, in confidence, 
“sbrien," P. O. Box 08, hia Pa. 


Y OUNG MEN AND WOME 

of abliity who seek positions as adwetiers 
and ip managers should use the classified co}- 
umns of PRINTERS’ INK, the business journal for 
gives steers, re, published. weekly at 10 Spruce St., 

advertisements will be inserted 

o 10 com per line, six words to the line. PRINT- 
ERS’ INK is the best school for advertisers, and it 
reaches every week more employing oo 
than any other publication 1 in the United States. 


A OVERTISEMENT WRIT! WRITERS, especially 
ginners, will have an omen ge 

ity to demonstrate their 

money by writing to us. Wwe vi tell you how 

to start a business of your own at home which 

= do more to establish your reputation as an 

et today. years of o experience. 

& CORBIN, 


Suite 2 2219 land Title Bidg., 
Philadelphia. 





LERKS and others with common school edu- 
ae only, who wish to qualify for ready 
week and over, to write for 
and endorse- 
concerns e' here. e 
graduate place, another $5,000 
number earn $1,500. The best clot 
in New York owes his success wit! 
months to my teachings. 
su 
GEORGE H. POWELL, 
ee and Business 
82 Temple Court, New Yo 
———— 


ARE YOU att eg d 
rsalary! If 
or booklet We have 
r managers, verti: 
Dewspaper men, salest? ete. Techni 
Clerical and ive men of’ sil kinds. High 
exclusively. 


HAPGOODS (IKC.), 
Suite 511, 309 New York. 


way, 
815, ia Bidg.. Phila. 
Suits 68 Te Bidg., - Chicago. 
— Bi .y Seattle. 














PRINTERS’ INK. 
W ‘ae to furnish dai 


newsletters to 
this city ip eerste 2 by hag pd 
change. Nota fake —- a eo get for 
next to nothing, but an honest effort on LT oy 
be an yey eens to serve his 


Send for particulars. Address 
NATIONAL N NEWSPAPER wre) 39 Har- 





HEN en WIFE’S Socetin SEEMS 
BEYOND REPAIR, 

and all medicines and treatments fail, get 
MAN-A-CEA, the Manganese Natural Spring 
Water. It immediately restores the digestion to 
the Weak, Debilitated and Catarrhal, the Ex- 
hausted— Physical and Nervous—the same as any 
well person. Weare not “eee to fool 1 you. It 
is the simple truth. Man does 
it. It is simple, tasteless, eee Sa The Creator 
mace the rose. He made this water. Man can 
make neither. Do not think everything adver- 
tised a fake or fraud. How else are you to be 
reached! Your homes cannot be invaded. Doc- 
tors are busy with their own affairs. Druggists 
and grocers sell what is called for. Try it Just 
Once for One Time. Send for booklet. Drug- 
gists, Grocers or BEN. K. CURTIS, Gen’l 
Agent, 13 Stone Street, New York. 





—_——_+o>— — 
TRADE JOURNALS. 
ARDWARE DEALERS’ MAGAZINE. Circu- 
lation 17,000. 253 Broadway, New York. 





PHOTO-ENGRAVING. 


11. in_ print reproduced, 50c. up. STAND- 
RD ELECTROTYPE CO., Wilmington, Del. 


——__++. 
COIN CARDS. 


Less for more; any printi 
WHAPPER CO.. Detroit. Mi 


$ 


THE GOIN 





MAILING ; MACHINES. 


HE DICK MATCHLESS M/ MAILEE, lightest and 
uickest. Price $12. F. 4, ALENTINE, 
Mfr., 178 Vermont 8t., Buffalo, 


——__— +9 
MAILING CARD SPECIALISTS. 


I et 2s Sore 13 cents to reach your trade! Write 
NSOM & AL ao che ailing Card Spe 
cialists, 96 Tribune Bidg., Chicago. 





TYPEWRITTEN LETTERS. 


Direct Imita typewritten letters which are 
fect imitations; samples free. SMITH PR T. 
iG CO., 812 Broadway, Toledo, Ohio. 





os 
CARBON ‘BON PAPER. 
ORES, ‘nop-blurrin 
TFIELD'S¢ CARBON 


nae free. 
PAPER WORKS, 123 Livery st St., New York. 


+++ 
DESIGNERS AND ILL as 


ESIGNING, illustratin ing, © 


, illumi- 
ing. "THE K Se a ¥ 


ADDRESSING } MACHINES. 


APtie Wallace ste MACHINES—No type used in 
allace stencil addressing machine, A 
stem of addressing the 
ere thre Progen S the euas7. Send 
., 29 Murray 8t., 

New York. 





FINANCIAL. 


Tees SROLL GO. INC., which has pur- 
the propri etary medicine business 
etor of Sholl’s 


capita) —_ AY par vaiee $5 per 
JOSEPH 


iculars < + 


share. 
SHOLL Co. SING Bu: Burlington, 











wg 
A™ circulars and booklets 


Ao types. ee ee 0c. uP BtaNDanD 
eeaaibataen ab 


ENGRAVING. 
ANDERS ak gy CO., St. Louis, Mo., 
and Photo- D 


Engravers. 
SIGNS FOR VERTISERS AND PUBLISHERS. 


—————_———e——— 
PRINTING SPECIALTY. 


ONG runs of printing, shee gh 15x18 or se at 
done on se! Erqgees Ty wy 
our estimates. KING, 105 William New York. 





LITHOGRAPHY AND TYPOGRAPRY. 
Hmcenarane blanks = ae certifi- 
ete., which ma: 


expe printing. tiem sapien. KING, 





BULLETIN 1 BOARDS. 
ALL BROS., 115 Dearborn 8t., Chicago, lll., 
Builders and Painters of Railroad Bulletin 
Adv. Signs; also bulletin, barn and fence spaces 
for rent on all railroads entering Chicago. 


comarmaneemaienthligesnptiniatilatnie 
SPECIALTIES WANTED. 


ANTED—Patented oF © or co) hted special- 
ties that om & Be. = platen, 


vil to 

Sagat ys nd soll n Pe fee, he desired. 
jon and ogans, ° 

ORESar ESSIVES ‘Box 75, Waterford, N. 


—————_~+—__—_—— 
CIGARS FOR SALE. 


E will sell you a better c for 5c, straight 
than most dealers will for 10c., Impo: 
a. _— Conn. binder, genuine Sumatra 


‘ecto shape, see Wi ‘arches long. Union 
mil and cde ay or wre we will maila 
oe pA address 


bys ot 12 
in ood, return 


the Ut s. poy | ir they donok 
d Feceive 
AR’ RD CIGAR Co., 
1118 Main Be. Hartford, Conn. 





> 
TYPEWRITERS. 
T= pewriter Ribbon; cents. 
That'sall: “Mis | WILSON, 6! Ann St ree’ & A 


EWSPAPERS may secure secure new $100 style type- 

writers without poner = nique adv. propo- 

sition. MUTUAL ADV. AGENCY 317 Broadway. 

‘Them deal rey red fifty type , pewriters: saered 
newspapers om riodicals. part cas! 

Till advertising. MUTEAL 





ADVERTISING AGENC' 
ALVERTIS: AGENCY, 317 Beedtey. i . Se 
HALF-TONES. 
ERFECT copper half-tones, |-€ol.. larger 
10e rin. THE YOUNGSTOWN ike N- 
GRAVING CO., Youngstown. Ohio. 


Ww. would like to estimate on your half tones 
or for the newspa or other work. 

Grapeos RD ENGRAVING ., 61 Ann St., New 
Yo 


EWSPAPER HALF-TONES. 
2x3, 7bc.; 3x4, $1; 4x5, $1.60. 
Delivered when cash accompanies the order. 


Send for samples. 
KNOXVILLE ENGRAVING CO., Knoxville, Tenn. 
——— +e -- 
DECORATED TI TIN BOXES. 


r ec ofa ofttimes selis it. 

r eye of a package beautifully tin 
boxes can be decorated and how cheap they are, 
until you get our sam and quotations. Last 


7 RRICAN STOPPER COMPANY, 
161 Water Street, 
. Brooklyn, New York. | 
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BAD DEBTS age 
— aes service. 


6 our 
ron. ery) AND NIGHT ADJOSTENT alway Our Fae 
2644 Chicago Avenue, Chicago. 





Sheps ative 
BUSINESS OPPORTUNITIES. 


HE MAIL-ORDER WAY 
THE ONLY WAY 
TO MAKE wqwer. 
It is = javiting, & legttimene and co: 
ness. Subscribe 


e Mail-Order Carma in In 
six years it AR pe’ next to making 
money. Three months’ eo 





CALENDARS. 


OST artistic line of acvertisi: 
ever offered. wee for price 
BASSETT & 8 


45 Beekman St.. New York City. 


ESK CALENDARS—Size 5x7. rich mit 
mat board backs, two color pads with large 

Space for ad measures 3\¢x4¢ inches. 

is is. is certainly a beautiful and eff.ctive little 
calendar, and the price inten por A is 
only $/6.00 thousand. L & SON, 
5th above | shes tnut Philsacoh 


calendars 


SUPPLIES. 


D. WILSON PRINTING INK CO., Limited, 
e of 17 Sprnce 8t., New York, sell more ma 
—- 4 cut inks than any other ink bouse in 


t 
Special prices to cash ash buyers. 


Ts" Rernard’s Cold-Water Paste, and you will 
adopt it as the a2 possible for use in 


office, mercer or factory, with no unpleasant odor, 


dirt and w: Ask for le pack BER- 
NARD- HOLMES AGENCY, y N State St. +» Chi- 
cago, Ill. 
HOTELS. 
HE LITTLE HOTEL WILMOT, 
South Penn Square, 
Philadelphia, 


is now one-third larger 
than Lew? ota the 
new addition 

provides commcdious 
smoking and writing 
rooms and other 
conveniences. 

Just a step from 

the Pennsylvania Ry. 


Station 
THE RYERSON W. JENNINGS CO, 
— 





PREMIUMS. 


YON & HEALY’S NEW PREMIUM CATALOG, 
: noe r——. Cg ye instruments 
of ail dese ons. including a spec’ cheap 
talking machine; $20,000 worth ee — ——_ lins 
and guitars used in a le year b: e firm 
remiams. Write for ote, 1UM CLERK, 
fon & Healy, 199 Wabash ., Chicago. 


R= ~~ =~) goods are trac _ trate builders. 
remiums suitable for 

pu blishers ad others from the foremost makers 

and wholesale dealers in jewelry and kindred 

lines, 500-page rice illustrated ee, 

published annually, issue now ready; 

. F. MYERS CO.. 46w, 48-50-52 Maiden Lane, N.Y. 





PRINTERS. 


the million. ee for booklet. 
PRESS. Chic ane 


OOKLETS b; 
STEWAR' 
Or my rinted in ae qoanesiing, 
Write STEWART PRESS, Chicago. 
RINTERS. Write R. CA CARLETON, Omaha, 
Neb.. for copyright |! lodge cut catalogue. 
OXINE—A non-inflammable ie type wash. A 
substitute for e and benzine. For sale by 
the trade. Made THE DOXO MFG. CO., 
Clinton, Ia. 


Prez are not satisfied where you are, try us. 


all kinds of book and ne 
New York. 


FRNA. SSTa vatdemaser se 
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MAIL ORDER. 
MAT ORDER MEN, MIXE MIXERS AND PUBLISH- 
honestly mail your circulars, 
n blank ec. , at 0c. per 100, $1 per 
~~ DANA M. BAER, 
Dep’t. X., Luverne, Minn. 
PETES ICES «5 enti 

HOUSE-TO-HOUSE DISTRIBUTING. 

A se the result DISTRIBUTING SERVICE 


1,000. 


it of years of practical ri- 
in placing advertisin matter direct tovrell- 
able, focal distributors, to the entire ae 


of my many patrons,to whom I am p. 
er 


proposition that covers every 
ion in the 
jer 


—_ an exclusive and 
pamemns © stly “aintribation of 


me = See peupogemne $0 
you fora ret st sade. a ll pesate, 
and cheerfully make good where contract 
It will be be to Sunt beup takevet to te 


WILL A. MOLTON, 
Nationa! Advertising Distributor, 
Main Office, 442 - > ed 8t., 





FOR SALE. 


ACK 5 — PRINTERS’ INK 1900-1903, com- 
plete. Bargain. “B.N..” care of P. I. 
INOTYPE for. sale. First-class condition. 
Address “B. M. _M.,” care ” care of Printers’ Ink. 
OR GAL Democrate weekly, town 10,000, 
Western N, Soe 000 req . Address 
“T. 919,” care Printe: 
eo cad eight-page Scott perfect- 
ing prom wee full modern stereo outfit. 
Address E, Oakland, Cal. 


W's FILES, newspaper ‘and magazine, 
0 reasonable ¢ offer a am 
dress “J. K.,” care of Printers’ Ink. 
R hasi linder 
oF E pure cy: radenrinl kina. 


reaees. paper cu 
4 send for, bargain list. Tet RICHARD PRE PRESTON, 
42 X G0 fogeat crocteot’ Xanga 


ress for book, job or newspaper ce RICH- 
RRD PRESTON, | 1671 Oliver St.. Boston 
a ——- typograph typesetting machines, 
Send f po Lat copy of Paper 
md for 
fo the COURIER -HERALD, Saginaw my 


OE DOUBLE CYLINDER, with or without 


18 pn sti wi rint 4 pases. of on 
tre 2 payment. to Loi RD MORESTON. 
ere Centres St. St. 


1700 a t page 

mereotyping oweAt complete. In best condition, 

outfit complete. In condition 

Shafting, rr ete. . with . Ten horse- 

power runs it; 7,000 te 10,000 copies an hour 

guaranteed. Just the thing for ve i or 
daily. Address, ** PRESS,” this office 


F:VERY theatrical entertai entertainer, pretensions’ ¢ or 
amateur. -every person who wants a book 
gentetates, the cream of the ies, 
loguee. sketches and comedies used on the vaude- 
vi a: should send for MaDiIson’s BUDGET; 
ith edition Pao 1 per copy; contains also 
bundreds of origi jokes and stories, comic 


9 

1 

testimonials ond epitap \ poems hints for 

i ei it you want fe” 
JAMES ‘ADISON, Mor Third Ave., N. Y. City. 


$60, 000 BUYSa hait-interest ina growin 





vidend paying, well mana 
ht per cent annually 
a A pee and paid in dividends; actua! earn- 
in excess 01 cent: surplus invested 
in ssupooesnente a additions; ness has 
nd 4 annually. The oppor- 


3 or 4 per cent in s, 
e and table investment. of 
in five 
wth. Must be sold to 
. P. STAHL, Executor, 


dra 
looking ay sa. 


surpius. Plant will be worth $250,000 

at present rate of 
settle estate. Address G 
Bt. Louis: Mo. 
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INDEXES. 


‘OUR CARD index wants attended to promptly 
= een ry’ aie that Son com- 
mand your orders. cree one od 
belewe ain orders. "s ANDARD IN 
CARD + 715-17 Arch St., P’ Mere 
Card Soles Supplies and Filing Devices. 
PROPOSALS. 
ROPOSALS will be received at the Bureau of 
Supplies and Accounts, Na 207 Peparepens, 
Washi: nm, D. C., until 12 o’el noon, Janu. 
and publi ed immediate) 
thereafter, to furnish 
Island, on 
Naval "Academy, Annapolis, Md: +» & quantit r of 


corn ms, paving brick, ash, c 
any, oak, pine oo steel f toxgimes, red ead, lard 


oil, ti entine, e = yt Ee - —— cloth. cotton 
waste, brass tubing, pos. 

clear: and re +. ae jank 

sals will be furnish upon eo 4 “4 
Navy Pay Offices, Philade!phia, Pa., Baltimore, 


a. and the Bureau of pups ss wil Accounts, 
Department, Washington, D. y 4 
S, Paymaster-General U. 8. x 12-14-03. 


ns 
4) ei MEDIA. 


10 & £% line for advertising in THE 
JONI it, Bethlehem, P Pa. 


25 x cones Sg 30 words5 days. ENTERPRISE, 
ton, Mass. Circulation, July, 9,060. 


‘ADVERTISER GUIDE, New Market, N. J. A. 
postal card request will bring vip copy. 


RITE to us about “ 8 Busi Bringers. 
THE RELIGIOUS PKS PRESS ‘ASSN, Phila., Pa, 


EACH ee mie try ladies; 5,800 of them read 
THE Hoosier ONTHLY, Montpelier, Ind.; 
1 inch, 4 months, Le 
a At person advertising in in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one one year. 


OPLERY NEws, ie. Me. year ad rate ye 
disp! reulation monthly. 
WILLIAMS & METLAR, New Brunswick, N. J. 


yh GOODS REVIEW, 506 Security Bidg., Chi- 
to country merchants, Sworn cir- 
culation, sion, 3.000; ad adv. rate, $1.50 an inch, 15c. a line. 


ta + gee VE MONTHLY, Indianapolis, 

medium for those wanting to 
reach a. —3 the mail trade. Rate, 10c. py 
on request. 


PECIAL one-inch “ad,” six months, $1; one 

month, 25c.; 60 words 1 inch. Forms closc 

Ist; 2,500 readers. ANYBODY’S MAGAZINE, 
Peekskill, N. Y. 





HE BADGER, 300 Montgomery Mil- 
waukee, Wis.,& a monthly bs 
general, jes, rate 30 cents a line. Forms 


close the ert Ask your agency about it. 


OWN TALK, ey , Geogen, has a > 
pe teed circulation of 2,500 copies each issu 
Botb other Ashland Ts are rated at less on 


nd pay 
1,000 by the American \ewspaper Directory. 
NY 50c. 


r line for each insertion in entire 
> wd 1 . located m 


country papers. ostly in 
New Jersey and 
fon’ PRIN’ TING CO,. 15 Vandewater St., 


Ponnayivania. 

N. Y. 

MILIZON TRAVELERS can be_ reached 

onthly throuch the eastern and western 

geotions: of the Travelers’ Railway Guide. Write 

for particulars to 24 Park Place, N.Y. or 158 
Adam: cago 


8 St., 

100. 00 SUSRASTEED circulation, 25 

cents a line. That’s what the 

PATHFINDER offers! the advertiser every month. 

ronized by all leading mail-order firms If 

you 8 are advertising and do not know seal the 
ATHFINDER, you are missing something 

Ask for sample and rates. THR PAT PATHFINDIR, 

Washington, D.C. 
NFORMATION, Binghamton, N. Y.. publishes 


Pp 
monthly list of novelty manufacturers; tells 
how to adver tise successfully, bow to enter 





tors. mail- a dealers, novely manufac’ urers, 
salesmen, streetmen, etc. Advertising rates, l0c. 
per line; three months on ‘rial. 10c. None free, 
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TRave winning booklets. catalogues, a aia 
ten, illustrated, printed. Wil te for free booklet 
“How We Help wou foto ” SNYDER, JOHN- 
SON & HIND) 904 Tribune Bidg., Chicago. 

oe pete pate vane patinetey if 


. 80 oo desire. ee 
sine-bn [x - © CaN 


ou. 


icular—shows care po tion. 
dent of sati: — J. NORMILE, 
Station F, Boston, 








PUBLISHING saapas OPPORTUNI- 
know of pnb a one a good 
t business to Sy ity ‘ou get int ine the the ui 
wb ishing business. EMERSO Ee 
PEROID Pos ket W orf, 1.000 Sop 
P a nt Wear Uke lea oe 
ane steel nail file, $30 nar 
Agents wanted. J. C. KENY¢ KENYON, Owego, N. Y. 
makes friends. It costs little. Let 
ii Hoo “oh Pile, K your ad 
Kitchen eeps ¥' Zod 
hes im Aan large cities. 


ou per spate. 

Y nities to buy a publication. I know A 
and can put you S es va the — if 
will write me of y 
ubli 
Broad road way, New York. 
> 
ADVERTISING NOVELTIES. 
acl anak 
IN, 5th - by Chestnut, F 

A. Turned toethpicks in 
sand. Samples an h in os en 10c. 
A COAT HANGER, bearing bearing your name and ad- 
i eee given S to each customer, keeps clothes 
D 
us tall i it over. a MFG. CO., Canton, Pa. 
W Xie for sample and price new combination 

‘ore oe tay and business 
WHITE AD & HOAG CO., Newark, N. J. 
Ce once do, blotters 4 more than ordinary 

ones do, but they bri: results where the 


thers fail. Write for samples and prices, THE 
BALTIMORE BADGE & NOVELTY CO., 258 
Broadway, N. Y. 
“Ty ITTLE TRAVELER,” (catalogue), 1001 aa- 
aly : py novelties = wi . tin, leather, 
ae ge and paper; two 2c. est on 
statione: SOLLIDAY NO" stamapn, requens os 


VERTISING wo 


S, Knox, I 
ADYRRTISERS Are you 1 you schaee for the best 
* thi An adv a novelty that 
men and ‘toys weardaily, An extra novelty 
pe taba ive away at he Worid’s r. Never 
offered rtisers. We would liketo 


panne tne witha ¥ x who can use our entire 
= for 19%. G. P, COATES CO., Uncasville, 


SOMETHING) NEW IN ADVERTISING 
NOVELTIFS, 


Advertisers who want a tical, useful and 
istribution wiil do 


original souvenir for 

well to write for description and prices of the 
TENGWALL LOOSE PER AL - 
ORANDUM BOOK ( 


rs and rite 
TENG WALL FILE AND LEDGER GOMPA 
Chicago, Ill. 

ADVERTISEMENT CONSTRUCTORS. 


GOOD ads for a_groce store $1.00. 
100‘ BAIT PUB. CO., Toronto, Can. $ 


r=. W. KENNEDY, 39th and — Chi- 
cago, writes advertising—your 





OR newspa| vagazine and trade caciaeans 
F write CLARENOE R. BR BROWN, Cresco, lowa. 


Gracias cuts and special special writing for eve: 
ta Very low rates for 52. AR’ 
LEAGUE, New York 


ADVERTISE MENTS. ar any line of business, 
written and mailed to you for a dollar. 
3. H. LARIMORE, Westerville, “9 
= FERRIS, mark, 
918-920 Drexel Building, Phimdetpa a. 
Adwriter and business adv: iness adviser. 

DVERTISERS—If you wi you want stro call reeful 
and effective Kee illustrations and 


Wall Talk, Chicago, Ih. leat cake ‘g Phioes 


pose r quay of your our goods is often indged by 
in 
Bey onty kin bind Tee Igetu 


the ro ot dvertisi 
qual Advert vertising Ide and that’s 
you want to scoot 
Fa VEJOY, Box 1, Roslyn, Pa. 


me fully on what 

PRINTING 

PRINTING 
Printing of every Gesort on in first-class style. 
te written th a clear convincing 








Advertiseme 
manner. ‘or booklet on printed letter 
bead. 


Send rin 
PRINTERS’ | INK PRESS, 4 Rose 8t., N. ¥ 


N reviewi ga vookit tat! prepare, the edi- 
~ I tor of PRINTERS’ INK was to call it 
a 


an 
“ conta complete lot and fa ding 
terms, shipments, and so forth 

cannot be said of all mail-order litera - 


t 
Wh | strive for in 


is to t ; abe hy —- 

8 resen : en uta 

cot OSterty aaa vincingl. BENSA IN 
AERBOW, nas Euchid. clid Avenue, Phi elphia. 

D « DON NT YOU: 

When I “send for cireular, ” as Som penny | 
and receive Bae ow a) “ol ~ one, 
instantly conclude that ening itself must 

» be “* ca and ”—and whiz! into my 
et 


et J Pa You cannot prevent people from 
omking 7 measure” with what you think 
“good e ugh "to send aon. It’s very costly 
to forget t ml costly i 


ndeed. 
No. 2. FRANCIS L. MA ULE, 402 Sansom St., Phila. 
0 ADVERTISEMENT OC CONSTRUCTORS 
(Amat a ote, 
FOR THE BEST wADVER’ ISEMENT. 
aes ne! THE SECO: 
CH FOR THE NEXT FOUR IN MERIT. 


For thePpurpose of encouraging a amateur ad- 
vertisement constractors, as wel) as inviting the 
aid of the masters of the prof 


n, the Ripans 
Chemical Company will, within the ext twelve 
months, pay ten do — each for fifty-two adver- 
tisements submitved to them A. y ~ &. think 


“yo ae to se wene using. day 
at the. end ndob ayearvis. 

Deseinbe r 2, Sone award and $500 in 
sh prizes for the six best and effective 


odvestineunatsae that have t been submitted. 


The advertisements “of the Ripans Tabules 
have been before the public for twelve years. 


They were the first larg advertised - 
etary medicine ever sold in tablet form. me 


They were the first remed for dyspepsia ever 
successfully popularized tt through adv vertising. 


They are the only proprietary’ medicine ~ in 
the drug stores at so low a price as five cen’ 


Fourteen thousand testimonials of the he Fang, me! 
of Ripans Tabules, as a Sy er eevag he Le] 
been received at office of Ripans Chem: 
Company in twelve months. 


A Sentees | million Ripans Tabuiles ha’ 
purchased at drug stones in the United Beates im 
Sungte year. 


store in J America selis Ripans 


Every dra 
can give names and add 


Tabu 


eee meus orsakecebeee ite Soon 


to every person iiving under similar con- 
——. The advertising value of individual 
ean hardly be 
ddress all communications to 
ACHAs. 


, New York 


THE p kIPANS CHEMICAL COMPANY. 
10 Spruce Bt. 
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TRADING STAMPS. 
Emporia, Kans., Dec. 14, 1903. 
Editor of Printers’ Ink: 

Here is a true story of how the trad- 
ing stamp evil, which is one of the chief 
griefs of most of the merchants and all 
of the advertising men in nearly every 
town in the country, was driven out of 
Emporia, a small town in Kansas. 

he method used isn’t altogether 
unique, but so far has proved most ef- 
fective. 

Up to two years ago Emporia had the 
gift grief as bad as any town in tne 
country. There was one co-operative 
trading stamp company in the town, 
which included one or two merchants in 
each line of trade. This company was 
run on the usual plan: sold trading 
stamps to the merchants, who gave them 
to their customers with each purchase of 
a certain amount, and the stamps might 
be exchanged for premiums in a premi- 
um store maintained by the company. 
The scheme was an effective trade 
bringer in Emporia. Apparently it was 
a good thing for the merchants on the 
“inside” and unquestionably a bad thing 
for the ones on the outside. 

To compete with the co-operative stamp 
merchants the merchants on the outside 
resorted to all manner of premium 
schemes, and everyone in Emporia show- 
ed their love for gifts and followed after 
rewards. 

Two years ago it occurred to William 
Allen White, publisher of the Emporia 
Gazette, that most of the money which 
should properly be invested in advertis- 
ing in his paper was going into gifts and 
that the merchants of Emporia were 
spending about ten per cent of their 
gross profits for this sort of advertising, 
while he could do it for a much smaller 
sum. And principally to him belongs 
the overthrow of the gift evil in Em- 


ria. 

He circulated an agreement, the sign- 
ers of which bound themselves not to 
engage in any gift enterprise of any 
sort nor seek business except through 
the ordinary, legitimate means of adver- 
tising. Most of the merchants not in 
the co-operative stamp company gladly 
signed this agreement, but those in the 
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company evidently thought they had a 
good thing and turned down Mr. White’s 
agreement promptly and scornfully. The 
signers of the White agreement then 
formed an association which declared its 
purpose to start a rival co-operative stamp 
business with which it purposed to drive 
the old, exclusive company out of busi- 
ness by taking in every “outside” mer- 
chant in the town and doubling the in- 
ducements offered by the old company. 

This bluff had the desired effect. he 
merchants in the old co-operative com- 
pany signed the agreement and no premi- 
ums were given away by the business 
men of Emporia for two years. 

This agreement expired a short time 
ago and a big trading stamp company 
from a neighboring town had a man on 
the spot to establish a branch here. He 
got only a few merchants to agree to go 
into his company, however, and most of 
these went in through fear that the 
‘other fellow” would take advantage of 
the offer if they didn’t. An agreement 
similar to the former one, and covering 
a term of five years, was circulated 
among the merchants and was signed by 
five-sixths of them. Up to the present 
time the agreement has been kept faith- 
fully. Yours truly, 

Cuas. M. VERNON. 
——_+ge—_—___ 

Ir you employ cheap and ignosant 
help you will have many annoying mis- 
takes occur—addresses will be wrong, 
orders carelessly filled, and general dis- 
Satisfaction will be sure to follow. 

ore 


Displayed Advertisements. 





20 cents a line; $40 a page; 25 per cent 
extra for specified position - if granted, 


Must be handed in one week in advance. 


CANADA. 


ANADIAN ADVERTISING is best done by THE 
DESBAN ATS ADVERTISING AG’Y, ph Ay 











1,500 Mail-Order Names 
Regular Buyers, $2.50. 
COMMERCIAL ADV. AGENCY, Hamilton, 0 




















POSTAL TELEGRAPH-CABLE COMPANY “z==---THE COMMERCIAL CABLE COMPANY. 


CLARUNCE HMAC KAY, Premntent. 
6, WARD, VP. 




















3 RS SE, 





=. 


Send for Booklet of Best Paper File and Only Correct Job Press Feed Guize 
MicCintv File and Feed Gauge Co., Doylestown, Pa. 
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yoveLts MADE FROM NAILS 

ep re stteabtive, ppocipatiet be =| cheap’ 
booklet for the 

Wick MatwawitescrEn, bos 10, Badia, 0. 
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TO THE 


RICHMOND 
TIMES-DISPATCH 
The American Depeeeee Directory 
for 1903 gives a higher circulation 
rating thar is accorded to any other 


DAILY PRINTED IN VIRGINIA 














Slever Idea for Sale 


Thave an unusually clever mail-order idea 
that brought a clear profit of $321 in just 
three weeks on an investment 4 ss. 
be worked on smaller or 
will yield Pruportionate reas, | = 
have b en the mail order and scheme 
business ft ton years, and er 4 the clever- 
est thing of my «€ Jan be made a 
permanent business if 
— { clean. lgettemnate, | honorable, 


ure an 
tra r my “heal a CS 
Sates nal order did 0} ee ee for 
le o! 8 apienek 
$5. itis ae more. The field in Sapa 
‘o sell you ‘sad have told all a 
V. H. Bee, Box 58, Bro openeha tnd. 














SINCE 1822 


Che New England 
Farmer 


has beer the leading ascend to 

Raper in| in the New Escuat = fi 

y, under a new 
ment, it is more nore ever Ly Ss 

the Sag a yh cover 

k, Grange 


ADVERTISING MEDIUM 
THE NEW ENGLAND FARMER -dollar 
is the best proposi 


reaches a progressive, up-to-da' 

of ioomnere, Only advertisements of 
reliable firms are acce atan =. 
If you want to reac’ Best 

poopie in New England-—Get into the 


Paper. For sample copies, rates or 


other information, address 


The New England Farmer, 
Brattleboro, Vt. 














I Sell 
Advertising 


Advertising 
Schools teach 
advertising. 
Better try 
“mine.” You 
will find them 
a “mine.” 
500 ‘“‘ads”’ 
for $10.00. 
Don’t care 
what your 
business is, 
you can know 
more about 
advertising. 


Tom Murray, 


“He Makes Shirts” 


Chicago 
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Normal Instructor 


andWorld’s Events 
Contro! the trade of 
200,000 
Of the Best Mail-Order 
Buyers in the World. 


Your advertisement in these 
publications will bring you your 
share of this trade. pecimen 
copies and advertising rates sent 
on request. 


F.A. OWEN PUBLISHNG CO., 
DANSVILLE, N.Y. 


r My Course 


Printers’ Ink says: ‘‘Mr. Dixey’s Mail Course in 
Advertising is for thoroughness and practical value 
probably the best course yet offered by any ad school.” 


For full particulars address 
WotsTan Dixey, 
ES 156 Fifth Avenue, New York. 





























= Where Do You 
> Get Your Words? 


It is the mission of the picture to attract attention, but the 
words sell the goods. 

A good many advertisers insist that they know their goods 
best and are, therefore, best qualified to write about them. 

It is true that there are a great many advertisers who are 
capable of turning out what is known as Great Stuff, but it is 
also true that most of them either forget or don’t know how to 
put in the little persuasive touch that brings orders, and, after 
all, when you come to think of it, orders are the main thing. 

It is one thing to be able to write Great Stuff, and another to 
know how to make people reach for the check book. 

We want to hear from people who realize the importance of 
using the right kind of words rightly, and who are willing: ‘to 
pay a modest sum for this class of service. 

These things receive the personal attention of Mr. Fairman. 


THE GEORGE ETHRIDGE COMPANY, 
No, 33 Union Square, New York City, 
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BY GEORGE ETHRIDGE, 


READERS OF FRINTERS* 


The young man who held his 
gun to his left shoulder told the 
old hunter who remonstrated with 
him that that was the way the 
correspondence school told him to 
do it. 

There are very few things that 
may not now be learned by cor- 
respondence, including such simple 
things as the advertising business, 





Toews of vs und wi ons fo 
sacrificed to a faulty Memory! A fall 
evidence of me: d 


poy ar ae been 
otal No matter what i 

Peniion in life may bé, aque mory cannot fail ms 
of ‘nestimable value to you. It is absolute! necessary to 


coer rere ee 
THE nip oy ae 


OF MEMORY TRAINING 


te taught te six la: Requires only a few minutes 
RSE > es a eae ©. Mr. 
ee aie | Ite Laws and their 


Piet be Trertice Life,” “The Natural Way 
wn @ Language,” seot free’ by mail. postpaid to 
person w bo reiurns this courme to 
THE PELMAN SCHOOL OF MEMORY TRAINING 
ae Masonic Temple, Chicago 
£t,W.C. Pants, Avenue de 


esi ily. 109; Se  aorkgustvans, © M ; 
WICH, 3 
Pb Box ‘02; Duneay, Nawal, aks 











No.| 


medicines, surgery, dentistry, bank- 
ing, telegraphy, etc. 

It will be seen by the advertise- 
ment here reproduced that it is 
possible to learn not to forget 


things by means of correspondence, 
but whether there is yet any meth- 
od by which we may learn to for- 
get things we do not wish to re- 
member is not stated. 
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COMMERCIAL ART CRITICISM 


INK WILL RECEIVE. 
CRITICISM GCF COMMERCIAL ART MATTER SENT TO MR ETHRIDGE. 





33 UNION SQUARE, N.Y. 


FREE OF CHARGES 


The young man in the advertise- 
ment marked No. 1 forgot, and the 
cloud above his head should show 
what happened, but doesn’t. 

The artist probably thought it 
would be flying in the face of Pro- 
vidence to make the picture of a 
dream or vision without envelop- 
ing it in the time-honored haze, 
but, when you come to think of it, 
it isn’t really essential that this be 





| Co 





No.2 


done, especially when the illustra- 
tion is a part of an advertisement, 
and should, therefore, tell some- 
thing, and tell it plainly. 

In No. 2 we get the advantages 
of greater strength and simplicity, 
good printing qualities, and an op- 
portunity to see what really did 
happen when the young man for- 
got. 
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There are more 
Bupcets sold 
every Sunday in 
the City of Troy, 
N. Y., than any 





other paper pub- 
lished in Troy 
on any day of 


the week. 
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Mixing Ink 


With the multiplicity of colored paper stock now used, there is 
a strong demand for new tints and shades of inks, and every con- 
ceivable color is brought into requisition to render charming—and 
otherwise—programmes, menu cards and all sorts of good and bad 
printing. A moment’s consideration will show that it would be 
impossible for the ink-maker to keep stock of the thousand and 
one shades which can be produced by even a small number of inks. 

Obviously, the proper thing to do is for the printer to make his 
own mixtures, and this is where a knowledge of the principles of 
color becomes so important. Everybody knows that blue and yel- 
low make green, and that blue or black and vermilion make brown; 
but very few go beyond this, and various reasons are given for it. 
Some say they can’t afford the time, and so, when they have a job 
—- an ounce of a particular ink, they send for a pound of it, 
and fifteen ounces or so remain to be covered with skin and dust, 
till, perhaps some months later, a repeat order is received, and it is 
found, to the printer’s astonishment, that the ink won’t work, and 
a fresh pound is ordered. In this way is bad stock accumulated. It 
will | pene ye said that this makes it good for the ink-maker, 
but I am sure that every ink-maker’s lot would be happier if print- 
ers would only learn to find out the real causes of many of their 
failures.—/ ternational Printer. 


The above article recalls to my mind the ad which I 
wrote several months ago, wherein I stated that many 
rinters were judicious hustlers and first-class mechanics 
ut were sadly lacking in the art of buying. Through the 
holy horror of being » Senbe as small buyers, ber acquired 
a fondness for ordering more than they actually needed, 
and their shelves continually groaned under the weight of 
dead stock. They were too high-strung to pay cash in ad- 
vance for a one-quarter pound can of my ink (all the job 
needed) when they could order three or five pounds from 
the credit ink house, and show their neighbors they could 
buy from out-of-town concerns without having to plank 
down the cash with the order. When the paying time of 
the bill came around the ink man had to have his money, 
while the goods were still on the shelf waiting for a similar 
job for which they were bought. My customers figure to the 
ounce just what they need, and there is no waste, or no dead 
stock on their ink shelves. The small buyer gets the same 
treatment as the large one, and both must pay before I ship 
the goods. When a customer complains that the quali 
is not up to the standard, I offer no argument, but refun 
his money and reimburse him for the transportation 


c Send for my new book which gives valuable sug- 
gestions for the press-room. 
ADDRESS 


PRINTERS INK JONSON, 
17 Spruce Street, New York. 








——_ —_ 
Terme ome tema tay Sot nner aed oe te ne 
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Propaganda for Live Dailies. 





VERY advertising manager 
of a live, saolepll daily 


THE CIRCULATION 


newspaper, who is con- 
| vinced that his paper has a story 


of vital interest to tell to the 


of 
: | American advertiser, should tell 
e a avia BwS | it in PRINTERS’ INK. He should 
| tell it forcibly and often. 
Has been climbing upwards during the || PRINTERS’ INK is read and 
past four months. In August it was 6,- esteemed by every successful 
$7; in September, 6,445; in October, | advertiser in this country, and 
_ it covers its chosen field com- 
IN NOVETIBER 6,629 A DAY. | pene... The advertiser who 
reads PRINTERS’ INK every week 
ae pee ae st cireulation || is a believer in its contents and 
printed in a town of Batavia’s popula- its advertisements. The news- 
tion, and it never adopted any scheme paper which is brought to his 
oe 4 Allsubscrip- | attention in PrinTERs’ INK em- 
ons paid in a , anda rs de- * 

livered bycarrierormail. THENEWS || Ploys the brightest and most 
combines the news féatures of the city | economical] solicitor to be had. 
daily and ie ¢ eens of the coun- PRINTERS’ INK creates new busi- 

try weekly and completely covers its * 
field. It ers the som 4 advertiser | ness of the desirable sort. To 
the advantages of both, at rates propor- || make an advertisement of a 
tioned to circulation. All advertising daily newspa r profitable and 
er. pe See See resultey siding through 


| PRINTERS’ INK, copy must have 

GRISWOLD & McWAIN, || careful attention. Make the 

Se ee advertisement tell a story, how- 

l ever brief. Gather the strongest 
L 











“The News”’ Bidg., Batavia, New York, talking points your paper pos- 
sesses. It may be quality of 
circulation or quantity, and very 
often both. Talk of the people’s character which your paper reaches 
—their money earning capacities—the factories located in your 
territory, the industries, about crops, about geographical and com. 
mercial centres, about anything which throws light on the purchas- 
ing powss of your readers. This 
=y can done in a quarter-page 
THE BOSTON GLOBE ) s@vertisement in Provrens’ Ink 
; or as small a space as two 
bos rs y pg my boty ye ‘tL. 8 inches, as the two sample adver- 
American Newspaper Directory. tisements on this page show. A 
FIRST ELEVEN MONTHS, 198, DAILY: uarter-page advertisement costs 
196,579 10 cash for one insertion, a two- 
SUNDAY: inch advertisement costs $6 cash 
297,539 for one insertion. In. special 
(See Roll of Honor.) ted, 25 per cent 
ar Baston and the New England States be charged on the 
finds the GLose the want tnd mer econom- above quota tions, No good 
ical medium to use. The Grone’s enter-§ Newspaper is without important 
prise in all directions of modern news-§ facts that could profitably be set 
paper making has made it the leading daily forth in Printers’ INK if only 
England. The readers of the 
to-do, intelligent masses §@ the necessary care were bestowed 
of middle classes—the ones who build} upon this task. Give this matter 
up the businesses of prudent advertisers. J careful attention and you will be 
surprised how much you find to 
say when you dig into the material around — Address, Busi- 
NEss MANAGER OF PRINTERS’ INK, 10 Spruce St., New York City. ft 





























